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For September Edition of 
THE 


WOMAN’S FARM JOURNAL 


We, Guarantee Advertisers a 
Circulation Exceeding 


400,000 COPIES, FULL COUNT 


We agree to prove ‘‘over’’ 400,000 copies, full count, to the 
Advertiser's ‘satisfaction or run his advertisement free. 


MR. ADVERTISER :— 


You are paying almost twice this rate in 
any other monthly publication that you are 
using. 

Commencing with October Edition, adver- 
tising rate in THE WoMAN’s FARM JOURNAL will 
be advanced to $2.00 per line, and we are making 
September 400,000 copies, full count, as a 
Banner Issue to give you a chance to test THE 
Woman’s Farm JouRNAL with a “ Keyed” ad. 

THE Woman’s FARM JOURNAL is now in 
its thirteenth year, and for that time has been 
the standard publication for the women on the 
farm and in the rural towns and communities. 
It is the only paper published in the interest of 
the woman on the farm. 


Last Forms for September Edition will Close September 7th. 





Better Consult Your Advertising Agent 
and have your order sent at once. 
The Woman’s Farm Journal, 
St. Louis, Missouri. 


Western Representative, GEO. B. HISCHE, Hartford Building, Chicago. 
Eastern Representative, A. A. HINKLEY, Fiat Iron Building, New York. 
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The 
Butterick 
Trio 


FOR NOVEMBER 





offers, quality consider- 
ed, maximum circula- 
tion at minimum cost 
of any magazine for 
women. Forms close 
September roth. 





“THE DELINEATOR has the largest 
circulation of uny magazine published in New York 
city or New York State.”--Printers’ Ink. 


The circulation for October will be 900,000 copies, at $5.00 aline. 


“THE DESIGNER bas a circulation of 
221,929 copies.”’-— American Newspaper Directory. 
The circulation for October will be 240,000 at $1.00 a line. 


The NEW IDEA WOMAN'S MAGAZINE, beginning 
with the September number, has a circulation 200,000 
copies, at 75 cents a line. 


Sample copies of The Butterick Trio will be sent to 
any advertiser or prospective advertiser by addressing 


THOMAS BALMER, Advertising Manager 


17 West Thirteenth Street, New York 
200 Monroe Street, Chicago, 


~e 
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VoL. XLIV. 
WITH ENGLISH ADVERTIS- 
ERS. 

C, %° By T. Russell. 


Advertising is an art that is ever- 
changing in its manifestations, 
constantly varying in its require- 
ments of those who practice it. 
But it has some bed-rock princi- 
ples that do not change, and 
PRINTERS’ INK ‘has never wavered 
in its inculcation of them. 

* a * 

One of these principles is that 
the introduction of personalities 
(especially unpleasant ones) into 
advertisements is always wrong, 
because it is always unprofitable. 
We had a year or two ago in this 
market a somewhat subtle illustra- 
tion of the fact? I call it subtle, 
because the personal feeling which 
motived certain acts of one of our 
largest advertisers was never ap- 
parent to the general public. But 
the fact was there, and tne mis- 
take was there. I do not propose 
to be the means of reviving an old 
bitterness by mentioning any 


names, but the circumstances are 
these: A certain business has 
been carried on here for some 


twenty years. It is a highly suc- 
cessful business, and up to a year 
or two back it had always been 
run on one plan. At the time I 
now refer to, a violent personal 
difference led to a change of man- 
agement. The man wno had been 
in charge for a long time was re- 
moved from the control, and the 
proprietors of the business took 
over the management for them- 
selves. So great was their person- 
al animosity against their late 
manager, that they seem to have 
had only one fixed principle—to 
observe what the last man had 
been in the habit of doing, and 
act differently. They even got rid, 
not merely of his personal staff, 
but even of the very subordinates, 
who cannot have had any direct 
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contact with the manager. They 
abandoned the style of newspaper 
advertising whicn had made the 
trade, an@ took up an exactly op- 
posite style. They changed their 
printers. They adopted wall post- 
ers, a form of publicity utterly un- 
suited to their particular kind of 
trade; and if there had been any 
other discoverable manner of do- 
ing differently, they would have 
adopted that also. 
* 4 * 


The consequence was that a bad 
slump occurred in their sales, and 
the business went all to pieces un- 
til the animus of the proprietors 
wore off and they appointed a new 
manager, with a free hand, and 
let him run the business for divi- 
dends and not for rancor. He re- 
verted to some methods of the old 
manager, and modified others. I 
saw the balance sheet of that con- 
cern the other day, and can as- 
sure you that it was a very healthy 
document. 

ok * oa 


It may be taken for a pretty sure 
rule, that when there is strong per- 
sonal vindictiveness, the reason is 
that trade is unsatisfactory. The 
case I have been referring to is an 
exception; the proprietors in this 
instance damaged a _ prosperous 
business in order to gratify per- 
sonal feeling. Taking men in the 
bulk, I do not think that personal 
hatred of rivals enters very largely 
into business, and I know of in- 
stances of great personal mag- 
nanimity. Last year the chocolate 
factory of the Dr. Tibble’s Vi-Co- 
coa Company was burned out. 
The first post next day brought 
a letter from Messrs. Cadbury, 
offering assistance. Now the 
Vi-Cocoa. advertising is known 
to have made things at all 
events “lively” for Cadbury’s. Yet 
in their hour of trouble the new 
concern found these magnanimous 
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magnates early on record with 
friendly offers, and I believe 
(though it is only of this case 
that I can speak from actual in- 
formation) that other firms, who 
must certainly have felt the Tibble 
competition, showed the same good 
feeling. I take this to be an indi- 
cation of a fact that Printers’ 
INK has often pointed out, namely 
that all advertising makes busi- 
ness. Most likely the Tibble ad- 
vertising, to the excellence of 
which I have more than once 
called attention, has actually cre- 
ated cocoa trade; more people 
drink more cocoa to-day than be- 
fore. There is room for every- 
body. A new article in any line 
of commerce will, if properly ad- 
vertised, find out and create new 
consumers. The only man who 
suffers beyond cure from fresh 
competition is the man who con- 
siders that it is no good beginning 
to advertise until the other fellow 
gets tired and quits. 
oa * * 


There is another aspect in which 
the word personality enters into 
the vocabulary of the critic of ad- 
vertising. The best advertising al- 
ways has an element of person- 
ality in it. It reflects the individ- 
uality of tne mind that is direct- 
ing it. It is a fact which will be 
obvious to any student of English 
advertising at the present time, 
that the remarkable personality of 
Mr. Powers is exercising a 
considerable influence on copy. We 
have some of Mr. Powers’ work 
actually in the papers—not all of 
it showing him (if a critic of my 
humble rank may hazard the opin- 
ion) at his extraordinary best. 
And there is other advertising 
which Mr. Powers has quite mani- 
festly influenced. The following 
examples include both kinds: 

WASHDAY., 


What think you of bending over a 
tub all day with a soap that won’t re- 
turn its money and backache? 

Fels-Naptha, no-backache, can’t 
rid of its money; nohody wants it. 

Fels-Nantha, 39 Wilson street, Lon- 
don, E. C. 

Whatever you are, whether Tinker, 
Tailor, Soldier, Sailor, Rich Man, or 
Poor Man eat MACKINTOSH’S TOF- 
FEE. It will make you feel happy 
The best 


get 


and do you good. 
world, 


in the ' 


DREAMS, 
Some cheese makes you dream 
and you wish it wouldn’t. St. 
Ivel Cheese doesn’t, and yet it is 
god enough to dream of. 
asily digested. 

Send od. to sole makers, Alpin & 
Barrett, &c., Ltd., eovil, Somerset, 
for sample cheese and “Secret of St. 
Ivel,” post free. 


The St. Ivel Cheese advertise- 
ment which is quoted above bears 
evidence of Mr. Powers’ influence; 
but I do not think Mr. Powers 
wrote it. This opinion is based 
on internal evidence, and if I am 
wrong, someone will be sure to 
contradict me, though it will prob- 
ably not be Mr. Powers. 

* o a 


I do not think Mr. Powers would 
have introduced the suggestion 
that “Some cheese makes you 
dream, and you wish it wouldn't.” 
Nightmare is the last idea which 
ought to be suggested to tae mind 
of a man or woman who is 
thought likely to be considering 
the purchase of cheese. The less 
the possible drawbacks of the mer- 
chandise one has to advertise are 
hinted at—even to negative them— 
the better the advertising. And 
where a heavy display line is in- 
troduced into an advertisement, it 
snould, as a general rule be the 
name of the goods—at all events 
here and now. This little ad is 
not being published to advertise 
dreams—no, nor even the absence 
of dreams—but cheese. Yet, even 
though there seem to me two grave 
faults in about ten lines of type, it 
would be difficult to say that the 
St. Ivel Cheese advertisement is 
not a good and striking advertise- 
ment. It would be better still if it 
told us more of the exclusive char- 
acteristics of the goods. In this 
connection I want to thank PrINT- 
ERS’ INK for a most pregnant little 
aphorism, worthy to be set up in 
letters of gold in the study of 
every advertising man throughout 
the world. It is contained in the 
Little Schoolmaster’s lesson book 
for July 1st, 1903, and it runs as 
follows (it won’t use up much 
gold): 

There are few commodities of which 
nothing new can be said. But do not 


study how to say something new. 
Study the commodity. 


How often have I tried to say 
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this, and how consistently have I 
failed to achieve the beautiful 
terseness and efficiency of that 
statement of the principle! 


+ + * 


The A. J. White Company (how 
did an American, whose name 
was Andrew J. Waite escape from 
having Jackson for his middle 
name, I wonder? but J. in this 
case stands for Judson), have had 
a diverting quarrel with their au- 
ditors. The White Company pro- 
priets “Mother Siegel’s Syrup,” 
one of the largest selling and best 
advertised medicines in this mar- 
ket, and it is the law here tnat the 
accounts of a public company shall 
be verified by an independent ac- 
countant, and furnish to the share- 
holders. The auditors employed 
to do this for the A. J. White Com- 
pany were not satisfied with the 
accounts proposed to be issued by 
the directors. They considered that 
the shareholders ought to be in- 
formed of the amount of the gross 
sales, and the cost of advertising 
for several years, and as the direct- 
ors declined to publish this infor- 
mation, the auditors sent it to the 
shareholders themselves. At the 
legal general meeting of share- 
holders this week, these auditors 
were dismissed from future func- 
tion for the company by a practi- 
cally unanimous vote, and the vice- 
chairman and very able managing 
director, Mr. H. W. Mack, pointed 
out in a speech of considerable 
ability the inconvenience attending 
the publication of details so es- 
sentially confidential. Thus far. 
the figures have been kept secret 
by the shareholders, but it is al- 
most certain that they will leak 
out, and as they will be instructive, 
not only to English advertisers, 
but also to American readers con- 
templating this market, I shall cer- 
tainly publish them in Printers’ 
Ink if I can lay my hands on 
them. Mr. Mack, whose speech 
filled something over two news- 
paper columns, also stated that a 
wholesale piracy factory has been 
discovered, from which have is- 
sued straight counterfeits of 
“Mother Siegel’s Syrup” and nu- 
merous other American specialties. 
This is bad tidings, and I hope 


that Mr. Mack’s public-spirited 
action in calling attention to the 
unpleasant fact will have the ef- 
fect of breaking up tais nefarious 
institution. 


NOTES. 


“Distinctive Printing” is a tasteful, 
unique folder from the Southgate Press, 
42 Arch street, Boston, 


A FOLDER listing coal hoisting appa- 
ratus comes from the C. W. Hunt Com- 
pany, 4s Broadway, New York. 


An_ odd announcement folder is sent 


out by James haw, printer, 45 
North Division street, Buffalo, N. ve 
“Coot Breezes” is a neat, forceful 


folder 
the 
St. 

Tue “Almah bracelet,” a new jewel- 
ry novelty made by F. Barrows & 
Co., 37 Maiden Lane, New York, is de- 
scribed in a neat folder. 


From Ainslee’s Magazine comes @ 
folder claiming that 185,000 copies 1s 
the minimum circulation of that month- 
ly, and throwing open books to actual 
advertisers. 


“Wat They Say and Who Say It” 
is a booklet from the Journal of the 
American Medical Association, Chicago, 
giving favorable opinions from readers 
and advertisers. ‘ 


Tue Philadelphia Press lays emphasis 
on the value of the paper read regu- 
larly in the home, by means of a fine 
photograph of a carrier, made up into 
a folder with brief arguments. 


A FIFTY-FoUR page catalogue of great 
beauty in typographical details describes 
the ss telephones made by 
the Stromberg-Carlson Telephone Man- 
ufacturing Co., Chicago and Rochester. 


“Nuccets About One of the Golden 
Dozen” is a booklet from the Philadel- 
phia Public Ledger quoting press opin- 
ions concerning the recent adoption of 
that newspaper into two Pennsylvania 
colleges as a portion of the literary 
courses. 


“Farmers Who Have Money” is a 
booklet dwelling on the proneness of 
the tiller of the soil to spend money 
when he has it, and upon the fact that 
he has money this summer, and that he 
can be reached through the advertis- 
ing columns of the Western Fruit- 
Grower, St. Joseph, Mo. 


Stot machines appear 
successful in some countries 
transacting details of postal busi- 
ness. In the post offices of Au- 
stralia, according to the New York 
Commercial, if time or  opportun- 
ity does not permit the prompt pur- 
chase of a stamp, the person in a hurry 
will in future be able to drop his letter 
into one orifice of a machine and his 
penny into the other, and when this 
process is completed, “One penny paid” 
will be found impressed on the en- 
velope as an equivalent to the orthodox 
stamp. 


for the electric fans made by 
sone erie Ekctric Company, 
oOuls. 


to be very 
for 
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Advertisers seem to believe with 
Alexander Pope, that “Man wants 
but little here below, nor wants 
that little long.” Of periodicals 
devoted wholly to woman there 
are literally hundreds. Among 
them are two magazines tnat have 
the greatest circulation in the 
world—the Woman's Magazine 
and Ladies’ Home Journal with 
something more than a _ million 
apiece. The growth in circulations 
of modern newspapers comes 
largely from the attention that is 
being paid to woman’s tastes ana 
needs. Few are the periodicals 
to-day that make no bid for her 
favor. Only tne trade, technical 
and commercial press is made for 
man alone, and these deal with his 
work—not with himself. They go 
exclusively to men, however, and 
it is a singular fact that they sel- 
dom carry anything that can be 
called exclusive advertising to 
men. Every publication that 
reaches women has a liberal snare 
of advertising meant for feminine 
readers—dealing with dress, the 
children, the household, recre- 
ation, books and countless other 
distinctly feminine things. Publi- 
cations circulating exclusively 
among men, however, carry little 
but specialized trade advertising. 
A man wears clothing, eats food, 
smokes tobacco, drinks various 
beverages, patronizes hotels and 
railroads and ‘nas necessities that 
are peculiarly masculine—his own. 
Yet such distinctively masculine 
papers as the New York Commer- 
cial and financial dailies seldom 
contain a general ad, even of to- 
bacco. These papers reach a mon- 
eyed class of men, but the only com- 
modities exploited are _ stocks, 
bonds, mortgages, industrial prop- 
erties and the like. The trade and 
industrial press has papers in each 
field that reach a desirable clien- 
tele of men who can purchase lux- 
uries, yet they never carry adver- 
tisements of men’s clothing or 
shoes, or beverages. There is even 
a sentiment against outside adver- 
tising in this field, for some influ- 
ential trade papers like the Jron 
Age limit their advertising to com- 
modities that come within trade 
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lines. ~ Otners take all sorts of 
advertising, but their range is not 
wide. Neither publishers or ad- 
vertisers seem to have considered 
the possibility of reaching desir- 
able clienteles through trade pa- 
pers. The magazines and dailies 
cannot be excelled for general ad- 
vertising, either to men or women. 
But while trade papers can never 
replace the more general mediums 
for the great bulk of advertising, 
it is not outside the possibilities 
that advertisers of men’s neces- 
sities will find it profitable to build 
up a trade in certain industries. 
Special advertising addressed to 
men can be circulated through 
men’s mediums. Are there not 
possibilities to publicity of this 
sort? Or is man so unresponsive 
a subject that he must be merely 
an accessory in the great mass of 
publicity addressed to woman? 
The nearest approacn that has ever 
been made to a distinctly mascu- 
line publication of a general nature 
is the Saturday Evening Post, and 
this has now as many feminine 
readers as any other paper. The 
advertising is chiefly addressed to 
women, at the ratio of a full page 
for Armour’s products and three 
inches, single column, for an ar- 
ticle that only a man will buy. 
Whether man wants little here be- 
low or not, is difficult to say. Cer- 
tainly ne gets very little from ad- 
vertisers. Only the advance of ad- 
vertising as the art is perfected 
will tell whether he is worth cul- 
tivating in his own publications on 
his own account. 
Saaiipoecieia 


SIMPLICITY SHOULD BE _ THE 
KEYNOTE IN WINDOW DISs- 
PLAYS. 








Have you ever tried the experiment 
of exhibiting one shoe in the window at 
one time? Let us assume that the side, 
back and floor of the window are smooth- 
ly and neatly covered with a_ neutral 
colored fabric, say gray or a dull shade 
of green. In the center stands a solitary 
nickel shoeholder, on which rests one 
particular shoe. Further to the front 
a small card, with some pithy para- 
graph, tell the merits of this shoe and 
its price. By force of contrast with 
the usual shoe disnlay, where a greater 
or less quantity of footwear is always 
shown, this single shoe must attract at- 
tention, and by reason of being all alone 
in the window receives much closer in- 
snection than where it is shown side by 


side with a dozen others.—Shoe Re- 
tailer. 
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A Foreword 


Eight extra pages were added to the 
October Lapigs’ HoME JourNAL, to accom- 
modate the volume of advertising. Still 
it was found necessary to omit considerable 
desirable business. 

The November issue will celebrate THE 
Journat’s 20th birthday, and advance 
orders already show that the advertising 
space will be oversold. The number of 
pages cannot, however, be increased. The 
issue is already, in number of pages, the 
largest in the history of the magazine. 
More than one million copies of a 72-page 
magazine exhaust our mechanical facilities. 

Copy is now due. 


THE CURTIS 
PUBLISHING COMPANY 


PHILADELPHIA 
August 20, 1903 
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THIRTY-SIXTH WEEK. 


In response to the weekly ad contest, now in its thirty- 
sixth week, forty advertisements were received in time for 
report in this issue of Printers’ INK. The one reproduced 
below was deemed best of all submitted. It was sent in by 
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Homes Grow like M 
jin Prospect Hill 








ay’ 





OVER $750,000.00 has been expended in handsome new 

residences in the few short years that this wonderful 
property has been platted—a condition made possible only by 
our liberal plan by means of which 


YOUR RENT WILL BUY A LOT AND BUILD A HOUSE. 


We transfer to your possession any remaining lot, advance you all the 
money necessary for building and take our payment in monthly install. “It 
ments no greater than the rental value of your new property. In every way 
considered, @ more fair and liberal plan has never been offered, particularly 
{in a property of such high rade. Call at the office and let us explain how 
your rent can make you rich, if you wisely invest it in 


“THE PLACE OF BEAUTIFUL HOMES” 


| 
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J. H. Tatch, with the Wisconsin Medical Fournal, Herman 
Building, Milwaukee, and it appeared in the Milwaukee 
Sentinel of August 9, 1903. A coupon as provided in the con- 
ditions which govern this contest was mailed to Mr. Tatch. 
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The American Newspaper 
Directory for 1903 shows 


THE 


Pirrseure Press 


to have a larger circulation 
than any other newspaper 


published in Pittsburg. 


C. J. BILLSON, 


Manager of Foreign Advertising, 
NEW YORK AND CHICAGO. 
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THE MANAGING EDITOR OF 
PRINTERS’ INK. 





During an adwriting contest 
conducted by Printers’ INK in 
1895, one of the most persistent 
competitors was a man in Farm- 
ington, Me. The contest began 
August 7 and lasted twenty weeks. 
Regularly each week the Farming- 
ton competitor submitted at least 
one ad, and sometimes two or 
three. His work was frequently 
good enough to be considered 
among the half-dozen best speci- 
mens for a single week, and some- 
times ne came within one of being 
first. The fact that he received 
no honors during the first months 
of tne contest seemed to have 
very little effect upon his spir- 


its, for he persevered in the 
face of ll  discouragements. 
At the end of the contest 
he had been first four times 
out of the whole twenty, and 
when the prize of a silver 


vase was awarded, the Maine com- 
petitor stood among those to be 
weighed in making the award. 
The prize went to another, but 
the perseverence of the resident 
of the Pine Tree State was com- 
mented upon. Five years later 
the Geo. P. Rowell Agency in- 
serted in Printers’ INK, a “blind” 
advertisement for a man capable 
of writing advertising. Among 
the replies was one signed by this 
same competitor, Charles J. Zingg, 
Farmington, Me. Rem ring 
his dogged persistence, as_ well 
as the solid quality of the mat- 
ter submitted in the contest, Mr. 
Rowell engaged him as “general 
utility” writer, and he began work 
at 10 Spruce street in January, 
1900. A year later, in an emer- 
gency, he was made editor of 
Printers’ INK. 

Mr. Zingg was born nearly forty 
years ago in Zurich, the chief 
commercial city of Switzerland, 
receiving a college education and 
a military training in an artillery 
school for officers. graduating with 
full rank. In 1880 he was sent to 
East Africa by the Swiss Geo- 


graphical Society. where he spent 
a year and a half. making a com- 
mercial exploration of the Juba 
river, in Somaliland. He collected 
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information about the country, 
natives, products and opportunities 
for trade, and as a result of his 
work was engaged by a large 
Swiss firm of exporters to manage 
a branch at Zanzibar, then a city 
of 100,000 people and the great- 
est trade center of East Africa. 
For nine years ne was busy in an 
import trade that embraced every- 
thing from a needle to a locomo- 
tive, while for export he bought 
hides, ivory, gum copal, rubber 
and other products. Among his 
transactions were commissions for 
W. R. Grace and Chas. R. Flint, 
then the leading American import- 
ers of India rubber. He was also 
correspondent for Baring Broth- 
ers, London, and Associate Judge 
of the French Consular Court. On 
the morning after a banquet given 
Henry M. Stanley and Ermin 
Pasha upon their return from 
Equatoria, in 1889, Mr. Zingg suf- 
fered a sunstroke, which necessi- 
tated an immediate change of cli- 
mate as soon as he was able to 
travel. Returning to Switzerland, 
he spent a year in regaining his 
health. In the meantime family 
troubles had dissolved the fnouse 
for which he had worked, and 
though he went back to Zanzibar 
with the intention of bringing 
some of its connections together, 
he was unsuccessful. Physicians 
told him that he must live away 
from the tropics at least ten years, 
so he again sailed for Switzerland. 
He had long heen interested in the 
United States, studying its de- 
velopment, people, industries and 
commerce at a distance. and he 
therefore set out for New York, 
hoping that an American firm 
could be organized to enter the 
East African trade. He found 
that American business men had 
only the remotest notions of trade 
in the colonies, however. at that 
time. and his plan was defeated by 
other considerations. The money 
of the Coast depreciated so great- 
lv that profitable business was 
difficult to carry on, and a re- 
hellion broke out and displaced 
Zanzibar for several years as the 
chief commercial port of the Coast. 
the trade going to ports opened 
up elsewhere by the Germans and 
English. Desirous of studying the 
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United States in its various 
phases, and becoming acquainted 
with its people, he settled in 
Farmington, where he became in 
due time an American citizen, 





11 


Zingg speaks and writes English, 
German and French. His reading 
had made him familiar with the 
country, and he knew its tenden- 
cies and character. Advertising 





CHARLES J. ZINGG. 


As a means of living he took 
up newspaper work, acting as As- 
sociated Press correspondent for 
Northern Maine, and as special writer 
for other publications. Besides a half 
dozen native African dialects Mr. 


first attracted him when he found 
PRINTERS’ INK, which came to a 
store in Farmington. On landing 
in New York he had been struck 
with the numerous billboards and 
the character of ads in the news- 
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papers, and saw that this must be 
a great industry. His knowledge 
of business enabled him to see the 
value of publicity on Atcerican 
lines, and presently he began writ- 
ing ads for Farmington mer- 
chants. Later he advertised in the 
classified columns of PRINTERS’ 
Ink, writing for people in every 
State of the Union. A liking for 
medicine had led him. to study 
medical subjects, and much of his 
work was done for proprietary 
remedies, occulists and druggists, 
He soon saw that an adwriter lo- 
cated in Farmington was at a dis- 
advantage. When the adwriting 
contest of 1895 was announced he 
recognized the opportunity to ob- 
tain an amount of priceless pub- 
licity free for some hard work. 
Fully fifty ads were submitted in 
the contest, the space being paid 
for out of his own pocket in some 
cases. The publicity brougat him 
considerable work. When he en- 
tered the employ of Geo. P. Row- 
ell & Co. he began a series of ad- 
vertisements for Ripans Tabules, 
using large space, plain display, 
wide margins and giving them a 
sympathetic and educational qual- 
ity. He also wrote advertising 
and literature for the Rowell 
Agency, the American Newspaper 
Directory and Printers’ Ink. In 
August, 1901, a physical breakdown 
caused the resignation of the man- 
aging editor of Printers’ INK, 
and Mr. Zingg took charge at an 
hour’s notice. Mr. Rowell came 
to his desk and remarked, dryly :- 

“I suppose you’ve got an idea that 

edit Printers’ INK?” 
“‘Why—yes, I suppose I have; I'd 
like to try, anyway.’ 

“Well. get out the paper for next 
week, then. Don’t ask me for any ad- 
vice, or come to find out how to do 
things, or bother me in any other way. 
Follow your own judgment. All I ask 
of you is—don’t run the paper into the 
ground in less than four weeks,” 

Printers’ INK has had several 
editors since its establishment, but 
its publisher recently expresseid 
the opinion that the present in- 
cumbent is the first of his line 
wno really believes in advertising. 
None of his predecessors had had 
as much experience in actual ad- 
vertising, and none had been 
business men. Mr. Zingg is a 
business man first of all, His 


experience with every sort of com- 
modity in the export trade taught 
him goods, and their value, and 
the ways of selling them, Ad- 
vertising he regards as secondary 
to business, however important. 
It must be ruled by plain debit 
and credit, There is a psycholog- 
ical side to advertising, but it takes 
care of itself to a great extent, 
just as the stomach of a healthy 
man digests his food, An adver- 
tiser or adwriter must be a busi- 
ness man above all things, and 
there is every reason why the 
editor of an advertising journal 
should be well grounded in busi- 
ness methods. 

In two years the scope of 
PriINnTERS’ INK has been consider- 
ably widened. The first great im- 
provement came when the editorial 
scissors were dropped out of the 
window. Printers’ INK had be- 
come a repository for clippings. 
Original matter was sought in- 
stead. Much attention had been 
paid to what was known as “store 
management.” Articles upon the 
futility of putting sand into the 
sugar and the wisdom of keeping 
the windows clean had been print- 
ed until there was really nothing 
new to be said on the subject, and 
most successful stores had out- 
grown the teacher. The best 
method of dealing with advertis- 
ing—the interview—has always 
been the peculiar province of 
Printers’ INK. To go out and 
learn what some man is actually 
doing in pwhlicity is the most 
direct and practical preparation 
for writing about it. Mr. Zingg 
saw the value of the interview, 
and gave the paper breadth by 
dealing with as many different 
phases of business as_ possible. 
When an out of the way line of 
advertising was encountered, one 
of the Little Schoolmaster’s re- 
porters was sent to inquire into it. 
When a line of business was not 
distinguished for activity in ad- 
vertising, it was taken up and dis- 
cussed. Such special issues as the 
banking number, published last 
November, have been influential 
in bringing publicity before a 
whole class of business men. They 
have taught or indicated meth- 
ods, encouraged experiments and 
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stirred dry bones in many parts 
of the country. When Printers’ 
INK was established it was con- 
siderably larger than advertising, 
but to-day advertising is much 
bigger than Printers’ INK, and 
continually growing. Obviously, 
the journal that adequately repre- 
sents and records it must be broad 
in its policy. Retail advertising 
is one branch, general advertising 
another, trade journal publicity 
another; there is the mail order 
field, and literature, which is used 
exclusively to very good advantage 
nowadays, quite discounting the 
fearful items once printed about 
tne circular and the waste-basket. 
All phases of advertising have 
been reflected in the paper in the 
past two years, and it has taken a 
decided stand upon such questior's 
as that of the advertising schools. 
Born in a German canton of 
Switzerland, the editor of Print- 
Ers’ INK has a Teutonic love of 
fact, and believes in the thing tnat 
has actually been done rather than 
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the thing that has merely been 
talked of. He has the faculty of 
keeping a writer interested in his 
work from day to day—a valuable 
quality in an editor—and his busi- 
ness insignt enables him to view 
matter from the standpoint of the 
man who reads PRINTERS’ INK. 
The breadth of view that he brings 
to the paper of to-day also ex- 
tends to its future, for he sees in 
PrINTERS’ INK a journal that can 
be made vital and helpful to every 
man in the executive departments 
of business, and to the clerks and 
subordinates wno are ambitious to 
be leaders and managers. His 
work in the past two years has 
not merely improved the paper, 
but has laid down a broad policy 
upon which to build for the fu- 
ture, and that policy, if continued, 
may within the next five years 
raise Printers’ INK to a place and 
pay beyond anything which the 
ittle Schoolmaster has known in 

the past. 
JAS. H. COLLINS. 





60°/o Increase 


[NX the September issue of FYE RYBODY’S 
MAGAZINE there are 82 pages of clean, 
high-grade advertising. 


This is an increase 
over the August issue. 
In the September 


of 60°> in advertising 


number of last year 


there were eleven pages of patent medicine 





The Circulation of 
EVERYBODY’S MAGAZINE 
is now 

In Excess of 200,000 Copies 
the rate: $150.00 per page. 





and other objectionable 
advertising, all of 


which we now decline. 


The Ridgway-Thayer Company 
Union Square, New York City. 
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AMERICAN PAPERS  OB- 


SERVED ABROAD. 

Mr. L. Lodian, a Russian globe 
trotter, whose intellect reminds 
one of the sharpness of a razor, 
has written the following article 
for Printers’ INK, on the topic 
of American papers most seen in 
foreign countries. While Mr. Lo- 
dian’s summary is by no means 
perfect, or conclusive, it is never- 
theless interesting. He says: 


MECHANICAL AND ENGINEERING. 

Of the engineering journals, the old 
American Engineer and Locomotive En- 
incering (now called Railroad and 
Pecomotive Engineering; but the old 
title always clings to it in conversation) 
are the only two which can be said 
to have an efficient foreign circulation, 
The Engineering and Mining Journal 
is believed to have a limited circulation 
in Latin-America; although personally, 
I never saw it anywhere between the 
Rio Grande and the Platte—-a journey 
turning 6,000 miles—nor did 1 travel 
“with closed eyes.” 

The Coal Trade Journal, Manhattan, 
is the sole representative of our vast 
coal interests you will note abroad. 

The American Machinist, with a firm 
circulation at home, covers the conti- 
nent of Europe sparsely, and probably 
sells a few dozen to the Latin Repub- 
lics. Power, issued by same firm. has 
robably a more extended foreign circu- 
ation than the Machinist. I have my- 
self received letters about it from the 
heart of Cibiria (incorrectly, “Siberia’’) 
and Manchuria. Maybe it “holds the 
record” for foreign circulation, among 
heavy-machinery papers. None of the 
other engineering newspapers are seen 
or have any circulation prestige abroad. 

Waste CrrcuLation. 

While at Melbourne, Australia, I 
saw an amusing illustration of waste 
Circulation. A Manhattan engineering 
monthly, announces on its first page a 
G. Turri as an Australian agent. He 
is a patent attornev. just off Burk 
street, near the general post office. 
Now, while claiming the prestige of an 
Australian agency, using Turri’s name, 
and making use of his office as a file 
depct, the magazine never paid him one 
cent salary. (I had the information 
from his own lips), Such on agency, 
if worth announcing on an outside nage, 
is worth paying for. The_uenal salary 
is $75 to $100 monthly. So Turrl, un- 
able to realize anything, rightly de- 
termined to take it out of the magazine. 
There were those accumulated stacks of 
engineering magazines. He was sup- 
posed to distribute them free—another 
equally gratuitous task,. without a soli- 
tarv cent-incentive in view. 

Did he? Not a bit of it! He hod 
them bundled into Cole’s book-arcade 
across the way—the higeest book em- 
porium on the glohe—a wilderness of a 
place, and one of the sights of the 
southern world. The arrangement with 
Cole was to sell them at the undigni- 
fied price of “a penny apiece.” There 
they were, as I saw them. in heaps— 
the cats snoozing comfortably on them. 





But the magazines couldn't even be 
sold for a penny. The foregoing Is a 
typical case of waste circulation. To 
the advertiser the moral is—confine 
yourself to journals you know to be 
osted to subscribers direct from the 
ead office. 


Of the mining journats, possibly the 
Mining and Scientific Press has the 
most diffused circulation over the Three 
Americas. Another mining paper no- 
ticed was the Mining and Sica lurgicat 
Journal, of Los Angeles. Of general 
technical journals, of course, the Scien- 
tific American has the largest sale 
abroad. 

Varia. 

Of the hardware press, the Iron Age 
has a firm foreign circulation. I know 
it is subscribed for by the chier 
European exchanges, commercial soci- 
eties and importing firms, 


Conarning drug journals, the Drug- 
gists’ Circular leads, followed by the 
American Druggisi; then the Bulletin 
of Pharmacy, Detroit (The Parke-Da- 
vis organ); and the Kegistered Vharma- 
cist (Merck’s), 

The National Oil Reporter is the 
only _ liquid-fuel weekly circulated 
abroad; while Light, and the American 
Gas Light Journal, have both their 
small-quota editions for the outside 
world. 


Of_ the bulky street-railway papers, 
the Street Railway Review, Chicago, is 
most seen about the globe. Of archi- 
tectural journals, the attenuated Amer- 
ican Architect, Boston, is in evidence. 


Of the sanitary journals, only one 
will be noticed abroad—the Plumbers’ 
Trade Journal. Same with the photo- 
graphic press—represented by the Pho- 
tographic Times. With the medical 
papers, it is the Medical News, the In- 
ternational Journal of Surgery, and 
Merck's Archives (all Manhattan). 


We have many music journals, but 
only two are seen in foreign climes— 
the Music Trades and the Musical 
Courier. 

_ Of American dry-goods papers, not a 
single one has any foreign circulation 
All the socialistic papers have a respect- 
able circulation abroad, but no adver- 
tising. 


_Of the purely literary or booky pe- 
riodicals, vou will see afar, are the 
Book-Lover of New York, and the 
Book and Newsdealer. Then you will 
see, here and there, another periodical 
that tells you how to keep other peo- 
ple’s books—the Bookkeeper, Detroit. 


Of our many outing or outdoor-life 
papers, only one goes abroad to any 
extent—Forest and Stream, of 346 
Broadway, New York. 


With regard to journals for news- 
paper men, the Journalist, is the onl 
one “atop” and sometimes “a little bit 
off"’—into Asia; for I have seen it all 
the way from the boulevards of Paris 
to the Bund at Yokohama. Newspaper- 
dom (Manhattan) was noted once or 
twice in the extreme Orient. 

Export PAPERS. 
With one possible exception—the 
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Scientific American Export Edition— 
don’t see any of the so-called export 
papers abroad on a paid-in-advance sub- 
scription basis. I doubt if the majority 
of them could show a dozen cash sub 
scribers apiece. A give-away s asmodic 
circulation among consular offices and 
directory-copies hit-or-miss addresses, is 
not a desirable circulation, 
SPECIALIZING. 

The more recent of the class journals 
to adopt the export-issue feature, has 
been the Electrical Review, Manhattan. 
You will see it ali over the globe—from 
Bengal to Buenos-Aires, the Amur to 
the Amazon, the Thames to the Tigris. 
The Electrical World is a bigger jour- 
nal, yet it is a question if it can show 
as large a home or foreign rating as 
can the Electrical Review. Why it did 
not occur to the Review long, long 
ago, to specialize on an export monthly 
edition is one of “them problems as no 
fellow can understand.” The secret of 
the success of the Electrical Review 
has been its treatment of the abstract 
science of electricity in a popular, read- 
ily-understandable manner. The _adver- 
tiser notes this, and likes it. He sees 
that it familiarizes electricity to the 
generation. Anybody in the engine- 
room can understand it. 

Familiarizing electricity to the public 
was first made a feature by a London 
electrical journal, Electricity, a weekly 
commenced in 1890, and sold at a pen- 
ny. It has been enormously successful. 
Next year, it had its duplicate in Man- 
hattan in Electricity, now published at 
$1 a year, appearing weekly. This last 
has a limited circulation abroad. 

ADVERTISING. 

Although aware that Printers’ INK 
sends hundreds of copies abroad, I only 
saw it a couple of times during four 
rounds of the universe—at Paris, Mel- 
bourne and Kalikata (Bengal). 

In the exchange reading-room, at 
Tokio, I saw another advertising jour- 
nal, Profitable ——— and saw it 
again at Ipkytck, central Cibiria, ana 
at Mockba, central Russia. 


Of the carriage journals, the Hub is 
the only one having any foreign circu- 
lation to speak of. As to the timber 
journals, you don’t see one in distant 


parts; but for manufactured timber 
goods, you will observe a lone but 
capable representative—Packages, of 


Milwaukee, Wis. 


Insurance journals have no foreign 
rating; yet I have seen one about dur- 
ing travels—Insurance of Manhattan. 

GENERAL MAGAZINES. 

Concerning the monthly magazines, 
the largest circulated here have no sale 
abroad. McClure’s you will see no- 
where across the Atlantic. Munsey’s, 
less known still. But the Cosmopolitan 
declining in circulation, shows up the 
other side; while Harper's, Scribner's, 
Century—all of reduced circulation, 
and elevated in price—show up in force 
in the old world. 

None of the purely art journals are 
seen outside America. The nearest ap- 
proaches to them are the superb typo- 

aphic monthlies like the American 
er — The ee ee ae 
ormer predominating in foreign circu- 
lation, 
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Tue Parton ann Gutter Press. © 

Of the Amefican newspaper press 
proper—as the dailies—you see the 
New York Herald most all over Eu- 
rope; the World making a way-back 
but more widely diffused, second show- 
ing. The Times, Tribune, Sun, etc., 
are rarely seen. In the extreme Orient, 
the Pacific coast newspapers have a 
certain circulation among the American 
element. I refer to the San Francisco 
Chronicle and the Call. This latter is 
one paper (then “under different man- 
agement”—of course), which secured a 
fraudulent circulation rating a few years 
ago in the American Newspaper Direc- 


tory. 

But chief of the coast-circulated pa- 
ers in the far Eastern world, is the 
ixaminer, although its pandering-to- 
the-mob “principles” are contemptible. 


It is little known in the East, by the 
way—but well known on the Pacific 
slope—that W. R. Hearst’s real family 
name Is H-i-r-s-c-h—his father having early 
Americanized ** Hirsch ”’ into “‘ Hearst.” 

—_ ~~ 

Apwritinc and harvesting potatoes 
are a good deal alike—you have to get 
down and dig if you want results.— 
White’s Sayings. 


Errort without the savy in the ad- 
vertising business doesn’t sell many 
oods, because it takes brains as well.— 

hite’s Sayings. 

—— - 
_ THE man who pays for poor advertis- 
ing is a kind of high grade thief who 
steals money from his own purse.— 
White’s Sayings. 











The fact that 


Chicago Recor-Heal 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering the same period, means 


this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 


ar tay 1 erat over 
other icago news rs, 
and that the old rear oom 
have found it profitable to 
increase their space in its 
columns, 
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A COLORED NEWSPAPER 
ADVERTISING AGENT. 





As already stated in a previous 
article, the number of advertising 
agencies in this country is much 
larger then one would generally 
believe. PRiNTERS’ INK is making 
an attempt to publish a number of 
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lic schools there and also the 
Avery Institute, under the control 
of the American Missionary Asso- 
ciation. He took a post graduate 
course under Professor G. §, 
Welons of the American Institute 
of Science. Mr. Crum is also a 
practical tailor and cutter, an Odd 
Fellow, Pythian Brigade Major, 

















Mr, F, P. Crum. 


stories on this subject in the hope 
that they may prove of interest to 
a majority of its readers. The 
handsome half-tone which adorns 
this article is the picture of F. P. 
Crum, proprietor of The Colored 
Newspaper Advertising Agency at 
Graniteville, S. C. Mr. Crum was 
born in Charleston, S. C., forty 
years ago. He attended the pub- 


colored regiment N. G. State of 
South Carolina, president African 
Protection League, commissioned 
a notary public for South Carolina 
by the pitchfork governor in 1894. 
In 1900 he was made a compli- 
mentary member of the Antholog- 
ical Society, London, Eng., and of 
the South Carolina Conference A. 
M. C. Church he is also a mem- 

















ber. In regard to the activity of 
his agency Mr. Crum says: 

Our business is that of an advertis- 
ing agent. We solicit advertisements 
from advertisers and place them in 
reputable and influentiat newspapers 
published by colored men. We occupy 
a field not generally traversed by other 
advertising agents. Our object in mak- 
ing this venture is two-fol First, to 
be original in enterprise, mapping out 
for ourselves a new field. Second, 
our experience in the newspaper world, 
covering a period of fifteen years, has 
brought us in touch with the ways, 
methods and customs of a large num- 
ber of colored newspapers whose (bona- 
fide) circulation reaches the 35,000 
mark. We found their patrons to be 
among the best mail buyers and ready 
purchasers in the country, and that 
advertisers and business houses have 
lost thousands of dollars because their 
advertisements have never been placed 
in mediums that reach these pevple. 
We are covering this field with a suf- 
ficient degree of success. We are en- 
deavoring to make tne Journals and 
periodicals published by colored men 
receive more of the patronage of the 
business world in the future than they 
have in the past. Not because of its 
distinction of color, bur because of its 
being in the field of commerce and en- 
terprise with a large contituency should 
it receive a part of the patronage. 

Our business is by no means limited 
or proscribed. We advertise in all 
journals. We do a general agency 
business in books, novelties and spe- 
cialties. Act as special agent and fur- 
nish such information of value in our 
special line as others can’t. 
+o 


POPULATING NEW SUBURBAN 
TOWNS. 








Most important of the methods of 
promoting suburbs is advertising. It 
is said that one company which does 
business in several of the largest cities, 
and which has an invested capital of 
more than $5,000,000, annually spends 
hundreds of thousands of dollars in 
“booming” its suburban _ enterprises. 
The company has been in business al- 
most twenty years and its policy is to 
exploit from three to five new towns 
each year. Its net earnings during its 
career have approximated at least seven 
per cent on its investment. It was this 
company which originated the “free 
ticket, free refreshments and free mu- 
sic” excursion which has been so gen- 
erally adopted. 

“More suburban lots,” said one pro- 
moter, “have been sold on a sandwich 
and a little poor music than in any 
other way. Let the people feel that 
they are getting something for nothing.” 

The principal feature of suburban 
town promoting, however, is the build- 
ing and delivering of a modern home 
in a modern city on practically what 
would be one’s customary monthly rent. 
All the advertising of the companies 
contains the same attractive sugges- 
tions: a “beautiful house, superior to 
any flat. on a lot highly restricted, 
amidst hundreds of other beautiful 
homes, built and building,” for ten 
dollars down, “balance to suit your con- 
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all offered on easy terms, 


venience”’; 
with small cash payments. y 

This alluring advertisement is based 
very largely on fact. There are fraud- 


ulent schemes, of course, and more 
than one suburban enterprise literally 
built upon sand, but the mf really 
possess the advantages offered. For 
proof one need only pay a visit to the 
many beautiful and __ well-populated 
towns in the suburbs of the large cities. 
Another inducement to purchasers is 
the gent g clause.”” To every per- 
son who will buy a lot and live on it 
is given an insurance on his life suf- 
ficient to meet the remaining cost of the 
house and land in case of the purchas- 
er’s death—a practical assurance that 
the widow or children will not lose the 
home.—World’s Work. 





THERE ought to be a reason for every- 
thing. A reduced price without a good 
reason for the reduction, will excite dis- 
trust. 


+ 
+ 


A succEssFUL harmonious store is like 
uiltin’—-you orter keep the peace an’ 
} oy ‘way with the scraps.—White’s 
Sayings. 


ap 





Ho 


TF you don’t plant potatoes you can’t 
expect to harvest them—if you don’t 
advertise you will never get any returns. 
hite’s Sayings. 

——+o+-—_ 


Apvertisinc, like salt, is used to 
make business savory; there should be 
but one cook and he should manage the 
salt.—White’s Sayings. 


A Reasonable 


Proposition 


Believing that outside advertisers are en- 
titled to know all the facts about this field. 
and appreciating that there is a wide differ- 


ence e claims le 
in directories and in other forms by the 
publishers of the evening papers in Mil- 
waukee, and what THE JOURNAL believes to 
the ; THE JOURNAL will make it 

sible for any advertiser or agent, spending 
an advertiser’s money, to protect them- 
selves and at THE JOURNAL'S own expense. 
Each of the two other evening papers 
claims a daily circulation of over 20,000. 

ey should have over 40,000. THE 
JourRNAL claims to have over 30,000 daily 
paid circulation and more than the cere 
circulations of the two together, and t 
the ec tion alone of THE 
JOURNAL is la than is the total paid cir- 
culation of either. THe JourNaL will pay 
$1,000 in any advertiser, who can, 
with the records, disprove its claims or 
verify as Se of sg 4 of the other 
papers. [OURNAL hereby agrees 
open, without conditions, all of its records 
pertaining to circulations, ° 


Journal Want Ads are Like Busy Boys. 
THEY FETCH 
Cost One Cent a Word. 
2 LINES—2 TIMES—2 BITS. 
The Journal Carries More Than All Other 
Evening Newspapers Combined. 


























BANKS BELIEVE IN ADVER- 
TISING.) S.B. 
risa ———— . « 


Soliciting business through the 
medium of newspaper and other 
advertising is coming to be a mat- 
ter of course in every well regu- 
lated banking institution. That this 
is true there is no reason to doubt 
after hearing what representative 
men in attendance upon the State 
bankers’ convention have to say on 
the subject. Fifteen of them were 
asked yesterday for their opinions 
on the subject of advertising from 
the viewpoint of the banker of the 
present day, and not one of the 
number had aught to say tnat 
would be discouraging to the fin- 
ancier who is reaching out through 
the medium of printers’ ink for 
new business. All agreed, in fact, 
that the banks tnat advertised got 
the business, and that no bank lost 
reputation for conservativeness by 
calling attention properly in the 
newspapers, financial journals, 
gazetteers, and other publications 
to its standing or to what it had 
to offer in the way of inducements 
to the depositor. 

Charles LeRoy Farrell, vice- 
president of the Fort Dearborn 
National bank, Chicago, formerly 


. of the Capitol National of Indian- 


apolis, is a most enthusiastic be- 
liever in advertising. He is now 
secretary of the Indiana Bankers’ 
Association and a member of the 
executive council of the American 
Bankers’ Association, positions 
that bring him in close touch with 
the business of banking in all its 
phases. “In 1890,” he said, “the 
Capitol National had a deposited 
account of $1,250,000, when we be- 
gan a campaign of advertising in 
banking journals, the newspapers. 
directories, and through personal 
acquaintances at the conventions 
of financiers. In about three years 
the figure rose to $5,000,000, and 
most of this we attributed to the 
fact that we brought ourselves be- 
fore the people. There is no deny- 
ing it, for it is the truth, the bank 
most heard of or talked about, if 
a good one, gets the business. The 
results of advertising to a banker 
do not come with a jump; they 
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My experience 
has been that properly handled, 
bank advertising can not help but 


are cumulative. 


win. The people will never know 
that you have something to sell 
unless you tell tnem of it, and I 
am certainly an advocate of adver- 
tising the advantages offered by 
my bank, and am _ advertising 
them. 

“The best example of advertis- 
ing in the banking business that 
has come under my observation is 
the Hanover National of New 
York. It has pegged away for 
a number of years, steadily using 
advertising space in the newspa- 
pers, financial journals, and other 
legitimate mediums, until it has 
placed itself, independent of great 
railroad or other backing, upon a 
high plane. It is doing a wonder- 
ful business and it is doing it be- 
cause it advertised.” 

Mr. Farrell is pursuing the same 
policy with the Fort Dearborn Na- 
tional that he adopted with the 
Indiana bank, and his friends at 
the convention say that there is 
no question about the result—he 
is — to succeed—he is succeed- 
in 

Edward H. Fox, of the Chicago 
Banker, tne leading Western finan- 
cial journal, who travels about the 
country a great deal, attending 
bankers’ meetings, says he has ob- 
served a vast change in sentiment 
regarding the use of the newspaper 
as an advertising medium; that 
tne old conservative banker has 
been converted to the more mod- 
ern idea of advertising, and is now 
investing considerable money in it. 
Mr. Fox says if a bank wishes to 
keep pace with the best it must 
advertise. “I know,” he said, “of 
numerous instances where big ac- 
counts have been secured through 
advertising. Some of the Pitts- 
burg banks give the greatest evi- 
dence of success along this line, 
in securing accounts of individu- 
als, both saving and checking, from 
all parts of the country. One of the 
the Pittsburg bankers informed me 
on a recent trip to that city that 
his bank had secured several ac- 
counts from Colorado and other 
Western States, directly through 


his advertising. He said he was 
pleased with the system of bank- 
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ing by mail, which is no longer 
an experiment, at least with the 
Pittsburg people. They are in- 
creasing their advertising appro- 
priations and others in the East 
are getting in line with the live 
bankers of New York and Chi- 
cago, some of whom discovered 
the merits of publicity several 
years ago.’ 

Ernest C. Brown, cashier of the 
First National Bank of Minne- 
apolis, said that his bank believed 
in going after business wherever 
it could be found, and considered 
that newspaper advertising was 
one of the best ways of reaching 
a certain class of it. His bank 
uses the local papers, paying for 
writeups, and patronizes the finan- 
cial journals for display advertis- 
ing. However, he says he believes 
in being modest, and as an exam- 
ple produced from his pocket a 
simple card, 6x3% inches, which 
was issued after the bank had in- 
creased its capital $1,000,000, as 
follows: 

“With a capital of $2,000,000 and 
surplus of $1,250,000, the First Na- 
tional Bank of Minneapolis, Minn., 
feels itself to be in a position to 
take care of any business intrusted 
to it. Correspondence solicited.” 

“We don’t believe in big talk or 
boasting,” said Mr. Brown, “but 
fave considerable faith in a plain 
statement of fact contained in our 
card, which is the only announce- 
ment we make,” 

C. B. Smith, assistant cashier 
of the Commercial National Bank 
of Chicago, said that his institution 
used the newspapers, magazines, 
and bankers’ directories judicious- 
ly, soliciting commercial business 
exclusively. He is a believer in 
bank advertising and says it pays 
the Commercial National. 

Rollin P. Grant, cashier of the 
New York National Exchange 
Bank, said tnat he was a believer 
in bank advertising, and that his 
bank used the financial papers 
with < success, 

F. Williams of the Citizens’ 
Bank “ai Delavan, Wis.. said he 
believed in bank advertising. “The 
business of banking,” he said, “has 
undergone a remarkable change in 
the last few years. Big banks are 
constantly looking for the business 
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of the small banks. Letters are 
written on the sligatest provoca- 
tion, and efforts made all the time 
to get in touch with us. Appar- 
ently new business is appreciated 
more nowadays that it used to be, 
for the big banks are certainly go- 
ing after it in earnest. I don’t be- 
lieve that a bank should advertise 
as if it were selling shoestrings; 
there is a certein dignity to the 
business that must be maintained 
to retain respec: and confidence. 
There is a rig: way and a wrong 
way to advertise, wnether in using 
the newspapers or in sending out 
circulars.” 

A. J. Frame and William Sleep, 
both Waukesha bankers, are advo- 
cates of the use of printers’ ink to 
secure business for banks, and 
they practice what they preach, 
“We use the local newspapers,’ 
said Mr. Sleep, “and take space 
in the directories. We also send 
out circulars, and in this way keep 
our bank before the people. I am 
a firm believer in advertising for a 
bank.” Mr. Frame was firmly of 
the belief that “a bank not in 
touch with the people would not 
succeed,” and it was his opinion 
that the proper way to keep the 
relationship pleasant and profitable 
between the bank and customer or 
prospective customer was to ad- 
vertise. 

Another Chicago man who has 
had considerable experience in ad- 
vertising a bank is Albert S. Boos, 
assistant cashier of the Colonial 
Trust and Savings Bank. “Wedo 
a lot of advertising,” he said, “and 
get good returns, consequently you 
are talking to an enthusiast. We 
regard it as one of the absolute 
necessities of successful banking, 
and do not know of any kind of 
advertising that we have tried that 
does not pay, from the classified 
ad to our cards in the elevated 
trains. We use the newspaper dis- 
play columns, classified, and the 
elevated trains to solicit savings 
and commercial deposits and to 
dispose of mortgages and catch the 
eye of the borrower. We also use 
circulars. Some bankers would be 
surprised to know the large sum 
we spend in a year in advertising, 
but it pays, and we are satisfied.” 
—Milwaukee Sentinel, August 7, 1903. 












ON CORRECT ENGLISH. 

Los Anceves, Cal., Aug. 11, 1903. 
Editor of Printers’ Ink: 

Something of an old story; but the 
subject is not receiving the attention 
from the Little Schoolmaster that it 
deserves—abuse by advertising writers 
of the English language. 

Nothing is more noticeable in current 
advertising than the jargon employed— 
unless it is the effect of cheap smart- 
ness, which perusal of a few pages of 
retailers’ announcements produces in the 
average reader. 

A certain class of advertising writ- 
ers cannot seem to realize that to evi- 
dence a decent respect for correct Eng- 
lish in their work is to enhance its 
value. If one urged upon them as an 
advertising ideal that their announce- 
ments should carry the effect of a 
competent salesman’s chat with his 
customer, they would undoubtedly ac- 
cept it; and hen sit down and prepare 
their copy for the next day—with the 
same old, hard-worked, lurid adjectives, 
which, if used face to face with a 
customer, would make him stare in 
amazement, 

No firm can afford to lose its dignity. 
The word is much abused but it has 
important advertising significance. A 
certain dignity, well established, is an 
asset which no business house can af- 
ford to jeopardize, yet hundreds of 
concerns are unconsciously allowin 
their “advertising men” to tamper wit 
their Conky by as costly advertis- 
ing Space day a fter day with a sense- 
less jumple of adjectives and cheap 
advertising jargon. 

To win permanently, advertising 
must convey an impression of sincerity 
and honesty of purpose. The trade 
of people who appreciate these virtues 
is worth more than any other trade, 
because honest people outnumber .:lis- 
honest people and furthermore, the 
cumulative benefit of advertising, usu- 
ally its most important result, can be 
seeped only by fair dealing. Readers 

not be impressed with the sin- 
cerity of a firm which fills its advertis- 
ing space with a gush of insincerity. 

Little things ruin the effect of an 
advertisement. A friend of mine 
needed some clothes. Glancing through 
the advertising section of a magazine 
he happened to turn to a page contain- 
ing the advertisement of a certain New 
York clothing firm which is geet in 
the lead in the “ready-to-wear” ver- 
tising. It does not maintain that its 
clothes are “smart,” or “nobby,” and 
the attractive illustrations had appealed 
to. this man, who appreciates good 
things and is able to have a few. 

believe I shall buy one of these 
i: | instead of going to the tailor’s 





this time,” he said to his wife. “They 
look good to me. carries the line, 
I am told.” 

“I wouldn’t,” said his wife. “Their 


advertisements are so incongruous. I 
would not patronize a firm which says, 
‘you'll like ‘em.’ Some way it offends 
me. And it seems odd to couple such 
talk as that with such high-grade il- 
lustrations. Probably their clothes are 
wrong somewhere.” 

And the tailor made the suit. 

An actual occurrence; An extreme 
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illustration, of course; but straws show. 

The Little Schoolmaster undoubtedly 
has the welfare of his pupils at heart. 
He earnestly desires to raise the status 
of advertising workers. Lecture and 
preach, then. Repeated warnings from 
such a source will help more than any 
other one thing to do away with adver- 
tisers’ abuse of English. 

Yours truly, 

Los ANGELEs Ice & CoLp Srorace Co., 
H. W. Clough, Advertising Manager. 
HOW IT’S DONE. 
Toronto, Canada, July 29, 1903. 

Editor of Printers’ INK: 

I am a regular reader of Printers’ 
InK and keep every copy, and as I am 
sure a great many other of your read- 
ers keep their files regularly because of 
the valuable articles and discussions 
regularly appearing, perhaps they might 
be interested in Cee | how I keep 
my copies in good shape until they are 
ready for the bindery. For some time 
it was a problem with me as to how 
to keep them in a convenient form— 
accessible, but in such a condition that 
I could remove or insert a copy im- 
mediately—so binding them would not 
do. <A very simple device solved the 
problem and your other readers would 
no doubt appreciate tne suggestion. I 
secured a binder from the Tengwall 
File & Ledger Co. of 241 Greenwich 
street, New York, which meets my very 
demand. It opens and closes like an 
ordinary book and contains a set of 
prongs which perforate the margins of 
my P. I.’s and binds them as securely 
as though in a regularly bound book. 
The great advantage is the ease with 
which I can insert or remove any one 
issue. It makes a dandy way of keep- 
ing the Little Schoolmaster and I men- 
tion it for what it’s worth. I think if 
you would arrange to furnish these to 
your readers that your interest in the 
reservation of the weekly issues would 
© much appreciated by your readers. 

Very truly yours, 
os. Horne. 


+o 


A VERMONT BARBER 
Morrisvitie, Vt., Aug. 12, 1903. 
Editor of Printers’ INK 
The most unique advertising idea I 
have ever seen has recently been in- 
augurated in a barber shop here. The 
ceiling of this shop is laid out in 
yess squares about 3x3 feet. Direct- 
over the chairs these spaces have 
| filled by the advertising of two 
local insurance men, and it is attracting 
a great deal of attention. This may or 
may not be, a new scheme, but in my 
many years’ study of the advertising 
proposition, which includes a constant 
study of Printers’ INK, I have never 
heard of its adoption. 
Yours truly, 
L. F. Rice. 
“oF 
MAKING little spurts of advertising 
is like trying to dispel a fog with a 
fan.—White’s Sayings. 
——__<+or 
Even if your advertising is the best, 
inferior goods or poor salesmanship will 
put an irreparable kink in its effective- 
ness.—White’s Sayings, 
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NOVELTIES. 
Box, 1472, W1innipeec, Canada, 
Aug. 13, 1903. 


Editor of Printers’ INK: 

Could you favor me with the names 
of some reliable houses who make a 
specialty of supplying small novelties 
suitable for selling by mail. I do not 
see any such firms advertising in The 
Little Schoolmaster, hence this request. 

Yours truly, 
H. T. Ketry. 

Tne following firms advertise 
novelties among the classified 
columns of Printers’ INK: 

Fink & Son, Philadelphia; G. P. 
Coates & Co., Uncasville, Conn.; The 
Whitehead & Hoag Co., Newark, N. J.; 
The Baltimore Badge & Novelty Co., 
New York. 

It is true that many more ought 
to be among this classified di- 
rectory, in which the cost per line 
is only ten cents and where a dollar 
invested would bring more results 
probably then in any other adver- 
tising journal. 





“DER KESSEL SCHILT DEN OFEN- 
TOPF.” 
Century BUILDING. 
INDIANAPOLIS, Ind., Aug. 11, 1903. 


Editor of Printers’ INK: 

We have before us a copy of your 
issue of July 20th and reter to the let- 
ter contained therein, signed by Mr. 
Ingalls Kimball, and would be obliged 
to you if you would be so good as to 
announce that Mr. Kimball has no con- 
rection with The Cheltenham Press of 
this city and has never been authorized 
by us to use the name. We trust that 
this letter will receive the same public- 
ity and thanking you for the courtesy, 
we remain, 

Yours very respectfully, 
Hvuco Tuorsn, Pres, 


**POLITE AND EXPLICIT.” 
St. Lours, Mo., Aug. 15, 1903. 
Editor of Printers’ Ink: 

I have been reading Printers’ INK 
for the past two years with both pleas- 
ure and profit, getting my copy at Mr, 
Jett’s book store. 





Hes, Advertising, 
114 Fifth Avenue, 
New York, August 5, 1903. 
Mr. C. S. Wisdom, St. Louis, Mo. 
DEAR Sin:—When, some months ago, you 
wrote to me, inquiring about my course in 
ad yertistng, 3 assume 


to be a _ and explicit auswer 
5 have since tried, several 
times, to learn from you what you th 
of my proposition. 
bat I 4 pe ego ; us AC! 
gment of my letters. ~ f- 
further effoct yith you. Will you not now 
ir me why you have not enro i when 
may expect you to become a 

Write to me to-day and thereby justify my 
first impression of 5 as formed by your 

first letter. ours, very weal. 

ELMER HeLus. 


ought 
I’m not over-sensitive 
to courteo' wi- 











Would’nt the inclosed letter from an 
ad school (lower case) as a “form” of 
follow-up literature, cause a smile to 
the Little Schoolmaster that would 
come off? 

Yours respectfully, 
. S. Wispom, 
3139 Clifton Place, St. Louis, Mo, 
eae = 

Every man has his weak points but he 
ought to have gumption enough to keep 
them out of his advertising.—Jed Scar- 
oro. 


es 


Ir you are turning the grindstone 
make the fire fly—if you are advertising, 
make it count for something.—White’s 
Sayings. 





THE average general advertiser is de- 
serving of the hearty co-operation from 
retailers, for he works along the lines 
of mutual benefits.—Progressive Adver- 
tiser. 








00D Sense, Good 


Industry are the Only Capital Required. 


Ours is a well equipped Advertising Agency, the oldest and best 


Health, Integrity and 





known in existence tee As it has not been our practice to employ 
canvassers, advertisers, who wished our services, have been obliged to 
seek us out and send in their orders. This is not the modern way, and, 
as a consequence, we are not in as close touch with our customers as we 
ought to be. We need competent, efficient outside men to represent us. 
Tosuch a man, who controls or can bring business, we will give fifty 
per cent of the commission allowed by the rewspaper publishers. For 

he other half of the commission we furnish the necessary clerical 
foree and other facilities, do the correspondence and assume all risk of 
logs on contracts accepted. This is the usual arrangement between ad- 
presen | agent and canvasser, and the canvasser gets the best of it 
every time. 

‘© one or two men who can quality, as above required, and prove 
themselves competent to sustain the credit of the house and who have 
an ambition to become successors to the Gro. P. ROWELL ADVERTISING 
AGENCY, 10 Spruce St., New York, we are willing to dispose of our 
Advertising Agency Department. 
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A MAIL yet DEPART- 


e J 
* 
.? James ATKINSON, 
B) Caxton Printing Works. 
Utvesston, Lancashire, 
England, May 30, 1903. 
Editor of Putntens’ Ink: 

There can be little doubt that on the 
question of advertising Patnteas’ Ink 
can claim a top place, and each issue is 
looked forward to with greatest inter- 
est here. Personally, I should like to 
see a series of articles dealing with how 
a retailer could work up a postal trade. 
The tendency of the present day is un- 
doubtedly for business to get into the 
hands of large concerns in the more 
populated centers, but, as you have fre- 
quently pointed out in Painters’ Ink 
such concerns need not have things all 
their own way if the smaller man will 
exert himself and knows the opportuni- 
ties he is missing. Everything is in 
favor of mail order trade because you 
have the benefit of cash with order, 
and it does not matter whether an order 
comes from ten or one hundred miles 
away—it is one and the same trouble to 
execute. A series of articles on this 
question would be of very great service 
to many of your readers in a small way 
of business. One reads were interest- 
ing accounts indeed about large mail 
order concerns, but what applies to 
people in a large way of business won't 
always work out satisfactorily for the 
smaller one. Yours faithfully, 

James ATKINSON, 
Per William Atkinson. 


Besides conducting a business as 
printer and binder, Mr. Atkinson 
is also a stationer and novelty deal- 
er, and has been an active adver- 
tiser in his local field. Retailers 
in similar lines in the United 
States have taken advantage of new 
conditions during the past few 
years, establishing mail order de- 
partments, but this form of enter- 
prise appears to be in its infancy 
in Great Britain. With a view 
to securing actual knowledge of 
how such a department is started 
and maintained in connection with 
a retail business a Printers’ INK 
reporter was sent to interview Mr. 
A. H. Cosden, secretary of Wm. 
B. Riker & Son Co., retail drug- 
gists and manufacturing chemists, 
corner of Sixth avenue and Twen- 
ty-third street, New York. This 
is one of the most enterprising re- 
tail drug stores in New York. 
More than half a century old, it 
has steadily adopted innovations 
from time to time to meet new 
trade conditions, and some of its 
departments are new in their ap- 
plication to this business. One is 





a rubber goods store, entirely sep- 
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erate from the main establishment 
and maintained on another floor, 
handling hot water bags, elastic 
stockings, trusses and rubber nov- 
elties. By separating this depart- 
ment it is possible to give better 
attention in scientific fitting of 
trusses, stockings and supporters. 
Another department which has 
also been successful, and which is 
maintained on still another floor, 
is a large room devoted to mani- 
curing, hair-dressing, chiropody, 
hair dying, shampooing, face mas- 
sage and scalp treatment. The mail 
order department was __ started 
about two years ago, and i. to-day 
one of the most important ad- 
juncts of the business, keeping Mr. 
Cosden and a staff of stenograph- 
ers busy. 

“To put the matter into a slang 
phrase, there is a good deal of ‘hot 
air’ preached about the possibili- 
ties of mail order trade in con- 
nection with a retail store,” said 
Mr. Cosden. “It is comparatively 
a new thing, and has been made 
the center of much eulogy by ad- 
vertising journals, chiefly based on 
theory. A mail order department 
is not a gold mine in any sense, 
and the man who goes into it with 
the expectation of becoming a mil- 
lionaire will be likely to suffer keen 
disappointment. But as a straight- 
forward business proposition, pay- 
ing a good return on capital in- 
vested and responding to enterprise 
and good management, the mail 
order department is entirely sound, 
hoth in theory and practice. And 
it offers the most natural line of 
development for a retail store to- 
day, particularly in sparsely settled 
communities. This store was 
among the first to cut rates on pro- 
prietary remedies, and we made a 
success of it because we were in 
advance of others. Then compe- 
tition showed that we must get 
something new, and we put in our 
own line of proprietary remedies 
and perfumes. This has also be- 
come common. Every druggist 
has his own proprietary line now- 
adays. The next step was the mail 
order department. This has been 
in operation two years. It has ad- 
vertised our retail business so well 
that even though we sold nothing 
by mail it would pay to carry on 
the system for the advertising that 
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it gives us. Our retail store down- 
stairs has nearly reached its ca- 
pacity. We cannot obtain more 
floor space. This advertising 
brings an increase of business of a 
sort that can be handled upstairs, 
and in limited space. We confine 
our publicity entirely to a mailing 
list, as newspapers and other me- 
diums are out of the question. 
This list began with names taken 
from our books, and has grown 
rapidly through various sources. 
Every name that we get hold of 
goes into a classification. It may 
be the name of a man whom we 
know to be a consumer of cod-liver 
oil, or a woman who uses tojlet 
requisites. The lists have a sub- 
division for every article in our 
stock that is important enough to 
treat in printed literature. Names 
are carefully sorted and resorted, 
dead matter is eliminated, and the 
lists are kept thoroughly alive. Our 
object is to make every dollar 
count in advertising, and to attain 
this object we take care that lite- 
rature shall be sent to those who 
are interested in it. Printed mat- 
ter takes the form of folders, small 
booklets, mailing cards and circu- 
lars. These cost from $5 to $15 a 
thousand. Some deal with a sin- 
gle article, some with a particular 
department, some with the store as 
a whole. They are mailed within 
a radius of 100 miles of New York. 
as well as throughout the city, and 
we deliver goods within this terri- 
tory even though there is a loss on 
an order. Good service on an in- 
significant purchase is followed 
by profitable business in almost 
every instance. To every name on 
the list something is sent at least 
once a month. Literature is put 
into all correspondence regarding 
goods, as well as into monthly 
statements. New York City offers 
one sort of material to work on, 
while its environs offer another. 
In suburLs and outlying towns we 
get mail orders. In the city itcolf 
we reach people who will buy when 
they visit the shopping district, in 
which our store is situated. Our 
manicuring and hair-dressing par- 
lors, for example, get a fine class 
of trade through advertising by 
literature, while printed matter 
does our talking before the cus- 
tomet comes to the store, saving 


23 


the time of our clerks. The retail- 
er of the old-school talked from 
behind his counter. The retailer 
of to-day talks in his advertising 
and gives customers what they ask 
for. Our literature is neat, but 
not too expensive. Arguments are 
largely confined to description, 
and we try to be concise. A hun- 
dred words will suffice to sell a 
house and lot if they are the right 
words and brought to the attention 
of the right person. We search 
for the words and the right person. 
Results are such as to thoroughly 
please and encourage us in extend- 
ing this department, but we grow 
slowly. When a mail order de- 
partment fails it is because too 
much is attempted at the outset. 
Such a department can be made 
to pay, but it must also be remem- 
bered that a great deal of money 
can be scattered to the four winds 
of heaven in a ve short time, 
with no return. If our catalogue 
or literature is not effective that 
is the end of it, and not a penny 
of its cost can be retrieved. It is, 
therefore, better to be sure than 
sorry. We do no newspaper ad- 
vertising, but have a fine line of 
literature for proprietary toilet ar- 
ticles which go to the trade gener- 
ally, and we also look after the 
local advertising of the new Rexall 
remedies, for which we are New 
York agents. Other New York 
dealers are our sub agents for 
these goods. Thus far their suc- 
cess has been thoroughly satisfac- 


tory.” 


IMPROVEMENT IN TONE. 

The tone of the general advertising 
of the country has advanced in keep- 
ing with that of the news. In the best 
dailies to-day there is found no offen- 
sive ads. The advertisements are clean 
and as scrupulously edited as is the 
news, and quite proper is it that this 
should be so. It is the home circulation 
which counts with the advertiser and 
brings a paper its business, and no pa- 
per that contains indecent and vulgar 
announcements can find a welcome in 
the best homes. It is false economy for 
the management of a paper to turn 
down an advertisement, even though it 
be off color. When a publication ac- 
cepts an advertisement it shoulders the 
responsibility of giving sanction to that 
which is advertised. And not a few pa- 
9 are being hindered in their progress 
y accepting anything and everythin 
in the line of advertising which is of- 
fered them, providine the cash be forth- 
coming with the order.—Newspaperdom, 
avew York City. 
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ROLL OF HONOR PRIZE COMPETITION, 


In April, 1903, PRINTERS’ INK 
inaugurated a new department 
called “A Roll of Honor.” It is 
published weekly in preferred po- 
sition and contains the names of 
publications whica furnish to the 
American Newspaper Directory a 
detailed circulation statement, duly 
signed and dated, so that advertis- 
ers may know by weight and meas- 
ure what they buy when they place 
a contract with the paper. Those 
publishers who are entitled to a 
place in a “Roll of Honor” are 
the ones who believe in ‘honest 
dealing, who believe that cold, 
hard business shrewdness does not 
exclude the highest ethics in deal- 
ing with their fellow-men: Hon- 
esty. 

* * * 

The “Roll of Honor has such 
virtues, and such advantages for 
those who are entitled to a place 
in it, that it received from the start 
an unanimous indorsement from 
publishers, advertisers and special 
representatives. i 

2 7 


The “Roll of Honor” is a 
clfvice service for those who are 
entitled to it by reason of its al- 
most nominal expense. Another 
advantage is the fact that a pub- 
lisher entitled to a place in it may 
state for a month or a quarter just 
past how much his circulation ‘has 
gained during such a period. 

The specific conditions under 
which this may be done are simple 
and easy to comply with, viz.: 

Any publisher who is entitled to an 
announcement under the caption “A 
Roll of Honor” and desires to state 
therein what his average circulation for 
a month or quarter just passed has been, 
may do by pense’ he hands in a state- 
ment in detail, property signed and 
dated, covering the period, and made in 
accordance with the rules of the Amer- 
ican Newspaper Directory. Such_addi- 
tion to appear in italics, immediately 
following the Directory page reference 
number. Additional space occupied to 
he paid for at the regular rates, twenty 
cents per line. 

EXAMPLE: 


Pattaaciphig, The Evang Pues D. ex. 8. 


Average for 1902, sworn, 180,489 (864). Copies 
net paid. Average for fret four 4 7 of 1903, 
“Cn Priladelphia Neatly Everybody Reads the 
Bulletin.” nd 

York, Dispatch, daily. Pipes Publishing 
Co. A . 
: vorage for 1008, 7,801 ). Average for 


This feature of the “Roll of 
Honor” does particularly appeal to 
prosperous and progressive pub- 
lishers because they could not pos- 
sibly acquainf advertisers wita 
these facts in any other way for 
the same expenditure of money, 
nor could they reach, without much 
clerical labor, such a large and de- 
sirable number of advertisers every 
week in the year. Change of copy 
is always free of charge. 

These are some of the advan- 
tages, but there are many others. 
And to bring such conspicuously 
to the front, the following prize 
competition will open on July 29, 
1903, to all readers of the Little 
Schoolmaster : 

$100 will be paid for thearticle 
which is deemed the best in set- 
ting forth why every publisher 
entitled toa place in the ** Roll 
of Honor” should make use of 
the service. 


$50 will be paid for the second 
best article wanted as above, 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the “Roll of Honor” as 
described in that heading of the first page 
of the “Roll of Honor” published in 
every weekly issue of PRINTERS’ INK. 


(2) It must give sane reasons why the “‘ Roll 
of Honor” is a help to those papers entitied 
toaplace init, oO 

(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article must be equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 





(3) A marked copy of the paper in 
which the article appeared must be mail- 
ed to the editor of Printers’ INK and 
also a clipping of the same must be sent 
under sealed letter postage marked “Roll 
of Honor Contest,” 
PRINTERS’ INK. 


care editor of 


(6). As an acknowledgment and a 
nartial payment of such service, every 
contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ INK, 

(7) Every week the editor of Prrnt- 
ers’ INK will carefully weigh the merits 
of each contribution so received and 
choose from that number the one deem- 
ed the best submitted in that particular 
week. eshiaiinige 

(8) The article so chosen every week 
will be published in Printers’ INK. 
ater with ew | p my Pa! its author 
n e name and date of the 
which it hd insertion. inion 
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(9) As a further recognition of such 
an article an additional coupon as de 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 

(ro) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 

(11) Halftone portraits of the three 
prize winners will also be published in 
the final account of this contest. 


(12) This contest is open to every- 
body. There is no limit to the number 
of articles one may submit as above stat- 
ed and no bar to the publications in 
which they are to be inserted. 


Every young man and woman 
interested in advertisi should 
take part,and among the staffs 
of the papers already members 
of the **Roll of Honor” there 
are probably many bright youn 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time. Strict compliance 
with these rules must be observ- 
ed, otherwise entries may fail of 
recognition, 

An opportunity is hereby offered 
to bright men to obtain an amount 
and quality of publicity which 
money could not be easily made 
to buy. : 

Amateur adsmiths will not fail 
to note that the prize competition 
offers a rare opportunity to have 
their successful work passed 
upon, not only by the Little 
Schoolmaster in the Art of Ad- 
vertising, but by all his pupiis ev- 
erywhere, and the class includes 
the successful advertisers of the 
civilized world. 

Mere wordings and fine writing 
may have much less show than the 
rugged, ‘nomely expression of the 
less literary talent. What is want- 
ing are true, strong, virile state- 
ments of facts. The principal fact 
to be emphasized is why a publish- 
er whose paper is entitled to a 
place in the “Roll of Honor” 
should enlist in it and what the 
business and moral advantages are 
to bring the fact before the adver- 
tisers of the country through 
Printers’ INK. ; . 
_For further information, if de- 
sired, address Editor of PriNnTERs’ 
InK, 10 Spruce street, New York. 





% 
OPINIONS. 


The new department. a “Roll of 
Honor,” appeals to me strongly. If 
utilized generally, as I have no doubt 
it will be by all publications of “veri- 
fied circulation,” it will be an added in- 
centive to publications of unknown cir- 
culation to uncover.— Murphy, 
Put. Minneapolis Daily, Sunday and 
Farmers’ Tribune, Minneapolis. 


“At the outset I recognized in the 
“Roll of Honor” a form of advertising 
that is not only inexpensive, but pecu- 
liarly effective tor the papers that I rep- 
resent, while its value to advertisers is 
beyond question. Realizing its help in 
the work of a special agent, I immediate- 
ly wrote to all papers on my list urging 
the publishers to secure representation. 
As a result fifteen of them have made 
contracts.”"—E. Katz, Special Agent, 
New York City. 


_ Mr. M. Lee_ Starke, who has offices 
in both New York and Chicago, ana 
whose present list consists of the Wash- 
ington Star, Baltimore News, Newark 
News, Indianapolis News, Montrcat 
Star and Minneapolis Journal, said to a 
representative of the Little Schoolmast- 
er: “The advertiser who will use a pa- 
per that does not reveal its circulation 
is not wise. In. my opinion the ‘Roll 
of Honor’ will very quickly become the 
handiest and most useful reference list 
for the average advertiser Three of my 
papers are already enrolled, and I have 
urged the other three to secure repre- 
sentation.” 


“We think so much of it here that 
if our papers were not willing to pay 
for space in the ‘Roll of Honor’ we 
would be glad to pay for it ourselves,” 
said Samuel E. Leith, of Leith & Stuart, 
150 Nassau street. “Our ublishers 
have been keen to see its value, how- 
ever. Three are already enrolled. Three 
others who sent statements too late for 


insertion in this year’s Directory find 
it a hardship to be excluded until next 
year.” Mr. W. C. Stuart of the same 


agency said: “It is the first list of the 
kind made up with good stable judg- 
ment back of it. Other advertising pub- 
lications have established similar de- 
partments, but the lists were of no prac- 
tical value. The idea of a ‘Roll of 
Honor,’ with the prestige of the American 
Newspaper Directory, which is unquestioned 
as an authority on circulation. will make it the 
standard guide for advertisers "’ 


Henry Bright, of Bright & Verree, 
representing a list of twelve papers in 
both New York and Chicago, favors the 
“Roll of Honor.” “Four of my papers 
are now enrolled. The department cov- 
ers several points of quality not covered 
hy the American Newspaper Directory, 
but its chief usefulness is the opportuni- 
ty it accords honest publishers of stat- 
ing a growing circulation. The provr 
sion in the ‘Roll of Honor’ permitting 
a publisher with a figure rating to make 
a new statement for a quarter or montn 
just passed enables him to present his 
circulation to date. One of my papers 
has come to the front very rapidly the 
past year, and naturally derives great 
benefit from this provision.” 
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‘ROLL OF HONOR PRIZE 
COMPETITION. 


FIFTH WEEK. 


In response to the contest an- 
nounced on the two preceding 


pages two articles were received P 


in time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 
best. It was written by L. W. 
Marshall, 478 Jefferson avenue, 
Brooklyn, N. Y., and it appeared 
in the Phillips, Me., Woodsman 
of July 31, 1903. In accordance 
with the rules which govern this 
contest, a coupon entitling the 
holder to a paid-in-advance sub- 
scription to PrINTERS’ INK, good 
for one year from date of pre- 
sentation, was sent to Mr. Mar- 
shall when tne marked copy -of 
the paper was received. Two ad- 
ditional coupons, one to Mr. 
Marshall and one to the advertis- 
ing manager of the Woodsman 
were sent in accordance with the 
terms of the competition, after the 
choice for the week had been 
mdde. Mr. Marshall’s effort will 
now be placed on file and it will 
have further consideration when 
the time for awarding the cash 
prizes arrives. The article as it 
appeared in the Woodsman fol- 
lows here: 


THE ROLL OF HONOR. 
By L. W. Marshall. 
Printers’ INK, published by Messrs. 
eo. P. Rowell & Co., at 10 Spruce 
street, New York city, is the pioneer 
publication for the advancement of the 
interests of the American advertiser. 


* * * 


The paper has been published for over 
fifteen years, and during this time it has 
practically revolutionized ways and 
methods in publicity. Printers’ INK 
has always been a leader and a cham- 
pion of every upright method that 
would help an advertiser in pushing his 
business through advertising. PRINTERS’ 
Ink has done so by a number of clever 
innovations, prize competitions and 
other devices which stimulate talent to 
bring forward ideas, pans and sugges- 
tions. 

* Ok ok 


One of the foremost and most prac- 
tical innovations is the Roll of Hon- 
or, which the Little Schoolmaster cre- 
ated in April, 1903. Barely four months 
old, this new department has taken 
such a hold with pamere and adver- 
tisers that it has already become a fixed, 
valuable institution and a departnent 
which distinguishes itself as the first 


department of its kind in existence any- 
where. - | . 


Now, what is the Roll of Honor 
and of what advantage is it to a publisher 
and advertiser? 

1. The Roll of Honor is a classi- 
fied advertisement service which is 
rinted weekly in a preferred position 
in Printers’ INK. ublications who 
seek admittance must have a figure rat- 
ing in the 1903 issue of the American 
Newspaper Directory; in other words, 
they must belong to the class of honest 
and intelligent publishers who believe 
in the principle of letting their circula- 
tion be known. 

* * * 


Maine Woods, published by J. W. 
Brackett, in Phillips, Me., is a member 
of the Roll of Honor, and the only 
paper published in Franklin county 
which is entitled to a place therein. A 
consultation of the 1903 issue of the 
American Newspaper Directory shows 
that the actual average issue of Maine 
Woods during the year 1902 was 5,416 
copics each week. This is a figure 
which is supposed to be three times as 
large as its nearest competitor prints in 
the shire town of the county. Other 
Maine papers, at present represented in 
the Roll of Honor, are: Kennebec 
Journal, Augusta; Commercial, Bangor; 
Journal, Lewiston; Evening Express, 
Portland. 
_ 2. The advantage resulting to a pub- 
lisher of a paper that is entitled to a 
place in the Roll of Honor is direct 
and positive. 

* * * 


Printers’ INK is read by every gen- 
eral advertiser of the American conti- 
nent and in foreign lands as well. The 
Roll of Honor has their careful at- 
tention every week and advertisers turn 
to it as the simplified choice index of 
choice papers. This service can be 
had for the nomirial charge of twenty 
dollars and eighty cents for a full year 
and virtually amounts to an indorse- 
ment of a newspaper .which it could 
nowhere obtaig, in all the country with 
the same deg of authority. 

* * py 

The Roll of Honor also permits a 
publisher to state his growing circula- 
tion for a week, a month or a quarter 
just past. This would in itself appear 
the strongest feature of the service, for 
advertisers have constantly looked for 
such a plan, and publishers have ever 
clamored for such a chance. 


The Little Schoolmaster con- 
gratulates Mr. Marshall for ‘nav- 
ing written the essay which 
secured the first choice in the 
fifth week of the contest. His 
production probably ranks easily 
on a par with the prize articles 
of the first and fourth weeks, the 
ones which were considered the 


best so far received. 
_ The other article submitted dur- 
ing the fifth week was written by 
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J. Lightfoot Brooke of Richmond, 

Va., and it appeared in the News 

Leader of that place on August 

11, 1903. Its text follows nere: 
THE CLEVEREST YET. 


A New Scheme by Which Periodicals 
Can Obtain Publicity. 


Printers’ INK, the little school- 
master in the art of advertising, comes 
to the front again. with what we con- 
sider the most unique plan yet intro- 
duced by which newspapers and periodi- 
= of high standing and acknowledged 

— can show monthly their cir- 

ation figures. 

Under the caption, A Roll of Hon- 
or, you can find listed the names of 
many mediums, representing publica- 
tions from all over the country. To the 
casual observer it would naturally seem 
that the list would soon assume enor- 
mous proportions, but when the condi- 
tions are carefully thought of which 
entitles a publication to a place among 
the “honorables” it will be seen that 
only thoroughly-tested and absolutely 
correct statements of circulation can ap- 
pear, as they must stand the rigid ex- 
amination of the Little Schoolmaster. 

The conditions are as follows: No 
papers are eligible except those which, 
according to the 1903 issue of the 
American Newspaper Directory have 
submitted to the editor of that Directory 
a detailed circulation statement pre- 
pared, signed and dated in accordance 
with the rules of the Directory. Posi- 
tively no other publications can be en- 
rolled with the exception of a ) few, bear- 
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ing the so-called “gold marks,” which 
denote the superior quality of circula- 
tion. Announcements under this classifi- 
tion, if entitled as above, cost 20c. per 
line under a yearly contract; $20.80 for 
a full year, 10 per cent discount if paid 
wholly in advance. Briefly summing 
up the above, we would point out a few 
of the many advantages to the buyer 
and seller of space for publicity. 

Every man who uses this class of ad- 
vertising wants the best that he can get, 
and the knowledge obtained from the 
conditions of enrollment will make it 
plain to him that he is getting full 
value for his investment, besides, the 
uarantee of Printers’ INK is a suf- 
cient reason for anyone to patronize 
the names on A Roll of Honor. 

To the periodicals we would say: 
Your name among the “honorables” 
will stand out in bold relief, and thou- 
sands of readers of Printers’ Inx will 
have a renewed interest and confidence 
in you—and the result is obvious. 

We congratulate Printers’ INK on 
this scheme, and will say that its place, 
in our estimation, could not be filled— 
as it was “good” when it started, “‘bet- 
ter’”’ as it grew older, and is now the 
“best ” 


As will be noticed, Mr. Brooke’s 
article is not a bad one, but it could 
easily be made better by observing 
more of the details of the contest 
and giving full address of oy 
wh ch conducts the contest. 
ths a re-insertion would be neces- 
sary. 
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(A Roll of Honor ) 





Nors.—Advertisements under this caption are accepted from publishers who, 
according to the 1908 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated. 

These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The black figures denote the average issue for the year indicated. The light-faced 


number in brackets denotes the page 


in the American Newspaper Directory which cou 


tains the details of the publication’s character. No amvuunt of muney can purchase a pluce 


in this list for a paper not entitled to it. 


i 
Advertisements under this caption will also be accepted from publications to which the 


American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 


super: ty excellence in quality of circulation. 
cents per line under @ YEARLY contract, $20.80 for a full 





f entitled as above. cost 2 


¢2 Announcements under this Classifica- 


year, 10 per cent discount if paid wholly in advance. Weekly, ey or quarterly correc 

ions to date showing increase of circulation can be made, provided if the publisher sends 
a statement in detail, properly signed and dated, covering the additional period, in accord- 
ance with the rules of the American Newspaper Directory s 


ALABAMA. 

Anniston, Evening or. our average for 
1902, 1, 159. Weekly : ee uaranteed (33). 
First six months, 1903, 0, daily «. 58 guaranteed. 

ne Birmingham News. Daily av 

rage for 1902, 18, 488 43 (34); first seve months 

$903 ws 17.898; July, 1903, 20,1 3; guaranteed. 
Birmingham, Ledger. dy. Average for 1902, 
oo (34). Av. for July, 1063, 17,147, guar’t d. 
mery, Advertiser. _ Aavertinee Co Av- 

ging: circulation for 1902, guaranteed, daily 10.- 
890 (OO), weekly 12.841 5 Sanday 14,6 25 (40) 


ARIZONA. 
Phoenix, Republican. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. 


CALIFORNIA. 
no, Morning Rep" blican, daily. Average 
tor 1902, 4,644 (67). £. E. Katz, Special Agent, N. ¥. 
kland, Tribune, daily. Average for 19°2. 
vob 8 Tribune ‘Publishing Company. 
nelaco, Argonaut, week] Average 
tori 15.165 (81). E. Katz, Speci Agent, N.Y. 
n Franciaco, Bulletin. R. A. Crothers. Av. 
mn “1902, daily 49,159, Sunday 47,802 (80). 
San Francisco, Call, d’y and S’y. J.D. Spreck- 
els. Av. for 192, dy 60,885, S’y 71,584 (80). 


COLORADO. 
Denver, Post, omy. Foe Printing and Pub- 
lishing Co. Average for 1902. 82,171 (97). Aver- 
age for July, 1903, 87, 882. Gain, 5,161. 


CONNECTICUT. 

Hartford, Times, aotty. W.O.Burr. Average 
for 1902, 16,172 (111 

Mertden, Mortage Record and Republican 
Repubi'n Pub. Co. Dy. av. for 1902, 7,887 (112) 

New Haven, Palladium, ¢ daily. Average for 
1902, 5.500 (is). ££. Katz, Special Agent, ee Y. 

New Haven, Union. Av. for 1902, d’y 15,881, 
8’; 8,825 (114). E. Katz, Special Agent, N. Y. 

New Lendon, Dey, eve. Av. 1902, 5,198 (115. 
First six months 1903,5,582. June, 1903, 5,686. 

Norwich, Ly ay, Ley Co., pub- 
lishers. Average for 1902, N eeeeed (115). Average 
Jirst six months 1008, "1.996 


DISTRICT OF COLUMBIA. 


Veqenatee Fv. Star, at.78 Star News- 
paper Co. ‘Average for 1902, ay 745 (© ©) (122). 

National Tribune, weekly. r. McElroy & Shoppell 
Average for 1902, 104,599 (123). 


DELAWARE. 
Wilmington, Morning News. daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 
FLORIDA. 


Jacksonville, Metro wopetie, daily. Aver. 1902, 
7,018 (128). Average /st 6 months, /903, 8,229. 


Pensacola, Journal, daily, every ara ex- 
cept Monday. Average for 1902, 2,441 ( 


Tampa, Morning Tribune dai! Tampa Tri- 
bune Pub. Cu. Average for 1902, 608 (183), 
GEORGIA. 


Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Atlanta Journal Co., pubs. 


ILLINOIS. 
Catro, Citizen, eee. Citizen Co. Year end 
ng Dec., 1902, no issue less than 1,000 (161). 


Champaign, News, In 1902 no issue less than 
1.100 daily and 8,400 weekly (163), Average 
daily issue for July, 1905, 1,711. 


Chicago, Baker.’ Helper. r, monthly. H.R 
Clissold.” Average for 1902, 4,050 (@@) (177). 


Chicago, Bre eders’ ‘Gazette, stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60, 052 
(167). Average first 25 weeks, 1903, 66, 740. 


Chieago, Grain Dealers Jour mo. Gra 
Dealers Company. Av for 1902, 1416 (OO) UI), 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, (181). 


Chicago, New Thought, monthly. 50c. a year. 
—y Wheeler Wiicox, editor. Average year end- 
ing January. 1903, 29,289 (183) Since January, 
1903, New Thought prints over 100,000 monthly. 

Chicago, Record-Herald. Average for 1902, 
daily 158,424, Sunday 171,816 (166). 

Ch hoage, 7 Tribune, daily. Tribune Co. In 1902, 
yA (00) 

Clayton, Setecpeian weekly. No of on pat- 
ent. No issue since 1895 below 1,008 (1 

East St. Louls, Poultry Culture. mo. Pou 
Culture Pub. Co. Average 1902, ad 192). a 
erage first six months 1903, 14,88: 

Evanston, Correct English: “a to Use It, mo. 
Average for year ending Uct., 1% 2, 9,750 (194) 


INDIANA. 
Evansville. Journal-News. Av. for 1902, ed 
11,910, Sy 11,508 (244). EF. Katz, Sp. ‘at. N. 


Goshen, ooking Club, monthly. Average for 
1902, 25,501 (247). A persistent medium, as 
housewives keep every issue for daily reference 


Munefe, Star, d’y and S'y. Star Pub. Co. Yeor 
ending 1 Feb. 1903, d’y 21,468, S’y 16,585. (260). 

Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average tor 1902, 25,976 (262). 

Princeton, Clarion-News, daily. Clerton Pub- 

lishing Co. Average for 1902, 1,820 (264 

South Bend, Tribune. Sworn dy. av., 1902, 
4,861 (267). Sworn av. first 6 mos. 1903, 5,684. 

IOWA. 


Arlington, News. All home- 
F. Lake, pub. Average for 1 for! 








rint weekly. W 
, 1,400 (282) 


Burlington, Hawk-Eye, -Eye, daily. J. L. Waite 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018. 
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(A Roll of Honor-— Continued. 





rt, Times. Dy. av. 1902 6,882, s.- 
1. pez ae. Dy. av. ist 6 mos. 1903, 7,718. Or. 
jay more than double of any Davenport daily. 


Des Moines, Capital, daily. Lafayette You 
publisher. Actual average for 1902, 24,019 
(293). Average for June, 1903, ye O11. 

onth- 


De« Moines. ¢ 
ona Bs Soon Mo tee O04), 


Still College. Avera 
Des Moines, News, di Des Moines News 
(293). 


Co. Average for 1902, 87,11 87. Vis 


Museatine, Journal, dy. a dy. av. 1902 8,712, s.-wy. 
2,711 (315). Dy. av. 4st 6 months 1903" 4, _ 


Ottumwa, Courier. Dy. av. °02 4,491 wy.6,- 
984 (319). /8t 6 mos. 1903, as ig ay Teel. 


Sheldon, Sun, d'y an Carson. 
Average for 1902, d’y 488, © “~— 2, Bat ‘(823). 


Shenandoah, Sentinel, tri-weekly. Sentinel 
Publisaing Co, Average for Tor 1902, 8,681 (323). 
Sioux City, Journal. daily. Perkins bros. 
Co. Average for 1902, 16,968 (324). 
000 daily quara. teed for ‘or 1903, ‘Ranks Jirst and 
best in its wide field in the Northwest. 


RABEAS. 


Atehison, Globe, daily. E. W. Howe. (3%). 
Offers to prove 5,200 daily circulation for 1903, 
or receipt any adv ertising bill bill. 





ly. 





Girard, Appeal to Reason, Reason, weekly. - A. Way- 
land. Average for 1902, 195,809 ( 

Hutchinson, News, re ey w’y. 4 deci |'me 
1902, no issue less than 1 0 (346). EZ. ‘at 


Topeka, Western School Journal, educational 
monthly. Average for 1902, for 1902, 8,116 (362 ). 

Wiehita, eric. 3: a’, y and w’ w'y. Av. 1902, d’y 16,- 
781, w’y 6,6 Beckwith, N.Y. & Chicago. 


KENTUCKY. 
Cloverport, eee ES weekly. J. 
D. Babbage. Average for 1X for 2,248 
Lexington, Leader. Av. for 1902, ps y 8.788, 
w'y 2,806, 5’y 4,008 (373). EZ. Katz, 8. A., N. 
Padueah, Sun, daily. Sun Publishing Co. Av- 


erage for year ending June, — 1,704 (378). 
Daily average for July, 1903, 2,114. 


LOUISIANA. 
New Orleans, Louisiana Planter and S r 
Mfr, wy. In 1902 no issue less than 8,000 (38 


MAINE. 

Augusta, Kennebec Journal, d’y and w’y. 
Average d’y, 1902, 4,719, w’y 2,188 (391). 

Bangor, Commercial. Average for 1902, daily 
7,846, weekly 29,012 (392). 

Lewiston, Evening Journal, daily. Average 
for 1902, 6,640 (© ©), weekly 15,255 (© ©) (395). 

Phillips, Maine Woods, weekly. J. W. Brack- 
ett. Average for 1902, 5.416 OD. 

Portland, Evening Express. Avera 
daily 11,181, Sunday Telegram 7,6 


MARYLAND. 
Baltimore, News, dail Evening News Pub- 
lishing Co. Average , 41, 588 (402), 


MASSACHUSETTS. 
Boston, Eventos Tragseriet OG (412) Boston's 
tea table paper. Largest amour was of week-day adv. 


Boston, Globe, average for 
Daly, 196, B79: fag ok 316,296 412-413). 
‘irst 6 mos. 1903, dy. 19 5.747, Sy. 296,229. 
Largest circulation = New 
Adverti: is go in morning and afternoon 
editions for one price. 


Bosten, Pilot, every ery Saturday Roman Catho- 
lic. Jas. Jeffrey Roche, edito editor. "eo 





for 1902, 
(397). 


| PR ne me Men's 9 Journals wk a 
ndrew . on, pub. apap ~4 2.7 
(425). Only official paper for tt members 


East Northfield, Record of Christian 


mo. Av.for yr. en ig March, Toss ety aay: 
Lawrence, Telegram, ‘el Pub- 
lishing Co. Average for tae a oo ). 


Salem, Little Folks, mo. mo. Ae 8. E. 
Cassino. Average for 1902, 7 1902, 7 

Springfield, Good Housel Roussos jing, mo. Avg. 

for aeteld 666 (436). a -4 r end. dork. 
1903, 119,000: ab ciwteaning guaranteed. 


Woreester, Evening Post, 
Post Co. Average for 1902, 10,55 


MICHIGAN. 


jan. Telegram W.Grandon. Av. for 


Adri: 
1902,1,270 (440). Av. iret ¢ mthe in 1903, 8,588. 


Detroit, Times, giv. * oon Times Co. Av- 
erage for 1902, 27.657 (450), 


Grand Rapids, een daily. Eugene D. 
Conger. Average for 1902, or 1902, 20,156 (456). 


an naw, Evening News, dail Avesase for 
848 (473). July, 1903, datly 10, 10. 
MINNESOTA. 


weingenneti, Farmers’ Tribune, twice-a-week. 
J. Murphy, pub. Av. for 1902, 74,714 (496). 


"Minneapolis, Journal, dai ony: Journal Print- 
ng Co. For 1902, 54,628 (49% 


Minneapolis, N. W. Agric Feb., 
03, 73,168 (498). 75, guar’d. 35c. agate line, 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, or 1902, 4,200 (©) (497). 


Minneapolis, Svenska Amerikanska Posten, 


Wo 
(439). 


weekly. Swan J. Turnblad, publisher. Average 
for 1908, 47,075 4%). 

Minneapolis, Tribune, daily. W. J. hy. 
publisher. Average for 1902. 66,872 ‘in. rst 


seven months 1903, average 70 70, 886. 

Minneapolis, Tribune, Sunday. W.J, Mu 
publisher. Average for 1902, 56,850 (496). 
seven months 1903, 60,488, 


Minneapolia, Western !’rogress, mo., devoted 
to Western interests. Av. for 1902, 10,000 (500). 


St. Paul, New oer. B. D. Butier. Average 
for 192, 80.619 


Paul, Pioneer-Press. Daily average for 
1908 84,151, Sunday 80,986 (506). 


Le ye can and Herald, daily. Aver- 
(512). Av. past ¢ months, 4,007, 


barge tain 
heae, Tree Daily average for 1902, 
1, ir week y 2,880 (530). V (530), W. 3 Sewall, pub. 


Joplin, Globe, daily. Aver a o iy 9,414 
(641). E. Katz, Special Agent t. New : 


Kansas City, 


for 1902, daily 
Kanaas City, Weekly Implement Trade J’rn 
» 187 (643). 


"i 





Journal, a and w’y. 
6 ,876, weekly 161, oo wa 


Av. Aug., 02, v. 5 mos. 03, Pt he 
Kansas City, World. daily. sum Publisb- 

ing Co. Average for or 1902, 62 62,978 (542). 

Mexico, American Farm and Orchard, agric. 


and hortic,mo. Actual pverape for 1902, Me 
(549). Actual aver. May, June, July. 1903, 15,667. 


St. Joseph, Medica) Herald, month'y. M 
Herald Co. Average for 1902, 7,475 (657). 


St. Joneph, 300 8. 7th St,. Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28.287 (557). Rate ssc. 
per line. Circulation 80,000 pe guarant’d. 


St. Louisa, Medical Brief, mo. Lawrence, 





Post, dail Average for for 1902, 174,178 (413). 
Largest P. x or a. m. sale in New England. 





A.M.,M.D., ed. and pub. Av. for ioe aaloss (663). 








————— 
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St. Louls, The Woman's M ne, monthly. 
Women and home, lewis ’uv,Co, Proven aver- 
age for 1002, 908,888, Actual proven average 
fer firat 7 moa, in 190%, 1,116,760, Every toons 

IVER" one million copies, Largeat EVERY 
dasue circulation of any publ. cation in the world, 


MONTANA. 
conda, Mtandard, Dail fo 
god ur MONTANA’ 8 BEST NE SPaPER 
Butte, Inter-Mountain, daily. Inter Mountain 
Publishing Co, Average’ for 1002, 10,101 (673). 
Helena, Record, evenin Record Publishing 
Co, Average for 1002, 7,9 4 (074). Average Jan- 
wary ‘at to May S/at, (908, 10,209, 


NEBRASKA. 
[Anceta, Deutech-Amerikan Warmer, yey 
(000), Av, for year end, April 90, 1005, 144,55 


L hong Frete Presse, weekly -. Averages 
Sor year ending April 0, 1903, 144,55 


Omaha, Den Danske Pioneer, wy. soph F. 
Neble Pub, Co, Average for 1902, 28,4 


Omaha, News, daily. Dail ewe Publishing 
Co, Average for 1908; 88,77% (0 


NEW HAMPSHIRE. 


Manchester, News dal) Rerb. N. Davison, 
overage & - 1902, 
ry Nhe N. Y. Rep., 160 Nassau St. 
‘NEW JERSEY. 


r, Times, a 8, P. Foster. Average 
tor 100s, #085, (16 muse 


derney Clty, nvowing Journal, datly. Evening 
Journal Assoo’n, Average for 1902, 1 +582 (619) 


Jersey City, Sunshine, mo, J, W. Floridy, 
Aver. for yoar ending Jan., 19038, 84,500 (426). 


New Market, Advertiner- ’ Guide, mo, Stanley 
Day, publisher. Average for 1002, 5,041 (623). 


Platnfleld, Daily Pre #._ A. L. Force, publish- 


er, Actual average for 1008 dota (6%), 
NEW YORK. 


Albany, Journal, evening. Journal Co, Av- 
erage 192, 16,109 (634); present, 18 BOT. 

Albany, Times-Union, every srenine- Establ. 
1806, Average for 1908, 25,204 (635 


Binghe mton, Evening Herald, daily. Evening 
Herald Co, Average for 1002, 10,891 (638). 


Buffalo, Courier, morning | ; Enquirer, even 
ing. W. J. Conners, Av © for 190%, morn- 
ine 48.818, evening 80, “ie 1 (641). 


Ing, Evening “Leader, daily. Average for 
(647), Firet ‘ret half: 1903, & B25. 


Elmira, Ev'e Star. Av. for 1902, 8,255 (651). 
Guaranteed by 7 tor peraonal investigation. 
Leith & Stuart, N. Y. Rep., (50 Nassau St 


ee News, daily. fehace, Publishing Co, 
verage for 1908, 8,116 (658), Av. for June, 1903, 
Sisose Leith @ alee’, N.Y. a 130 Nassau St. 


Newburgh, News, d ay. Av. for 1908, 4,257 (606). 
Guaran by affidavit or personal investigation, 
New York — 

American Machinist, w dan 785 ne construc. 
(Also European ed.) Av. 1 TADOL (OO) O70). 


Amerikaniache Schweiser Zeitung, w'y. Swiss 
Pub. Co., 62 Trinity pl. Av. for 1902, ido ery 


Astemetie Mogesin: : ry q , Aetemene 
Average for 1908 8,7 
Baker's Review, monthly. W. ry Co., 
publishers. Average for {902, 8 nia, Ye “aver 
age for first siz months end. end, July 34, 1903, —— 
Bensiger’s Magazine, fan fami wey . _ Ben- 
siger Broa. Average for 1902, 88,479 
Caterer. monthly. Caterer = Co, a 
Chaba, and Average for year 














Cheerful Moments, monthly. Geo. W. Willis 
Publishing Co, Average for 1902, 208,888 (687), 


Clipper. weekly. hrank Queen Pub. Co., Ltd, 
Average for 1902, 26,844 (@®) (673). 


Delineator, fashion mo Butterick Pub. Co., 
Tid. Ext. 1872. 102, 721,909 (688). Act. ae. 
otre'n for 6 mov the ending June, 1003, 876,987. 


Electrical Review, wee kly. Electrical Review 
Pub, Vo. Average for 1902, 6,212 (@@) (674). 


ai ginering and ising. Journal, weekly. 
Cat. 1866, Average 1902, 10,009, (@@) (674). 


geod, dally. Forward Association, Aver- 
age for 1902, 81,709 (667). 


Hardware, semi-monthly. ” Hardware Publish- 
ing Co. Actual average for 1902, 8,802 (683). 


Morning Telegra aph. daily. Dal Deity Te Fetearaph 
Co., pubs. Average for 1902, 28,228 


Pharmaceutical Era, weekly, sili Dd. O. 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 


Volice Cheentete, washin, Pottes \ soon 


Puy, Co, Average for 1902, for 1902, 8,650 (67 


Printers’ Ink, weetsiy. A ly. A journal ve advertis- 
ers, $5.00 per year. Geo, P. Rowell & Co. Est. 
1888, Average for 1902, 18, 987 (679). 


Railroad Gazette, , railroad and et 
weekly. 83 Fulton street. Est, 1856. (oo) (680 


The Central Station, n monthly. ae Cushing, 
Jr. Av. for year ending May, 1902, 8,488 (687 


The Iron Age, weekly. established 1855 ( a 
cere, w For more than a generation the lead- 
tug om poe Len in the hardware, iron, machinery 
avd mete 

Printers’ Ink awarded a aterlin silver Sugar 
Bowl to the Iron Age, inscribed as follows 

* Awarded November 9, 1901, 
Printers’ Ink, the Little 
hoolmaster in the Art of 
pos «ae vertising, to The Iron Age, 
“that paper, after a canvass- 
May of merita extending over 
a period of ten montha, hav- 
“ ing been unced the one trade paper in the 
“ United States of America that, taken all in all, 
* renders ita constituency the beat service and besl 
* serves (ta purpose as ¢ =e Sor communica- 
“ tion with a apecified cl 

The New York Times, “dsiy 

publisher, 1902 A (@ @) (660 


Rochester, “ase and Comment, mo. Law. Av 
for 1902, 80,000 (715); 4 years’ ree 80,186. 

Sebencvtndy, Gazette, daily. N. Liecty. 
Average for 1902, 9,097 (718). ‘enregs for the 
month Satu, 1 1903, 12,86 4. 

Utiea, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 

Utiea, Press, daily. ree A. Meser, publisher. 
Average for 1902, 18,618 (72°). 


Warsaw, Western New Yorker, weehiz. Teri 
A. Casa, ms. publisher. Average for 1908, 8,468 (7%) 

Whitehall, Chronicle, weekly. Inglee & Tefft 
Average for 1902, 4,182 (726). 


NORTH DAKOTA. 


Grand Forka, Normanden, w eur, 5 
den Pub. Co. Average for 19 for 108. 4,869 ms. 


Herald, fies" Av. for Wt, 4.258 (744). Per ¢: x4 ond. 


July, '03,5 
OHIO. 
Ashtabula, Amerikan Sanomat, w’y. Aug.Ed 
wards. Average for p 1902, 8,5 8,558 (7: 732). 
Cinetnnatt, Enquirer. Established 1842. Daily 
(@ ©), Sunday @O) (i). (761). Beckwith, New York. 


Cincinnati, Phonographic Mavazine, mo. 
onog. Institute Co. Av. for 1902, 10, 107 (764). 








Ado'ph 8. Ochs, 





class Rest.). 
ending with August, 1902, Beees (ast 


© tnctnnatt, Trade Review, ye. putea & 
Highlands. Av. for 1902, 2,584 (765 
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y b Press, dai Press 
pastine Co. Actual av. a i902, ‘S950 (770). 

Dayton, News, on. News Publishing Co. 
aversge for 1902, 16,520 (773). 


Lo ener ep men 
Guthrie, Oklahoma State 
Average for 1902, dy. in806, Vy wy. an tia 
OREGON. 
e Portland, Pacific Miner, semi-mo. Av. a 
ending Sept., 1902, 8,808; first 8 mos. 1903, 4,912. 
fqn. Washington Advocate,mo. Order 
Washington, pubs. Avg. for 1902, 6,040 (826). 
PENNSYLVANIA. 
Bory Centre Democrat, wy. Averagefor 
902, 8, 850 (832). Firat six monte | 1903, 8,750. 
E Times, daily. Average for 7, 10.645 
(M3). rie Katz, Special Agent Agent, New Yi 
dy. No issue on year 


Ha rrisbu » Telegraph, di ai; 


end. eb., Sworn me. 
end, July, 03, 9,429. Shannon, 150 Nassau, N. Y. 


Philadelphia, American, gee 
for 1902, 19,827 (865). », March, 1903, 
Pateseiphta. Oanae ‘monthly. 

Chambers. Average for 1902, 6,7 


set.” 


Philadelphia, Farm Joursel. month wil 
mer Atkinson Com he publ verage 
for 1902, 528,127 ( Printers Ink awarded 

seventh Sugar Bowl: to a Journal with this 


warded June 25th, 1902, 

» ‘Printers’ Ink, ‘The Litt 
** Schoolmaster’ in the Art of 
- yay to the Farm 
* Jou After acanvassing 
‘of ment “oles over a 


artes of half a among all 
s published tn the United tates, has h Shon 


“pronounced, the aa tha 
“asan 
“ral PAPA. ane asan cpective i- 
“cal medium - = communtoating with them, 
“ through its a vertising columns.’ 

or meteiahte. Public Led r, daily. Adolph 

8. Ovhs, publisher. (© ©) ( 

wee ata Reformed Cherch riyy <4 

'y. 1306 Arch st. Average for 1902, 8,574 (868). 


yf Poartrereny Sunday School Times, weekly. 
Average for 1908, 101,815 (869). Average to July 
4, 1903, 108,057. Religious Press Asso., Phila. 


Philadelphia, The Evening Bulletin, D. ex.3. 
1904, sworn. 18 ee 864). 








for Copies 
daily met pate. 06 {2 months. of 
ore sta wm  , 141,1 é ous per da 


6 “tft aaastpha Nearly Everybody Reads The 


- burg, Times, daily. Wm. H. Seif, pres. 
Average for 1902, 59,571 DOT 1 (876 ). 

Weat Chester, Local News. daily. W. H. 
Hodgson. Average for | for 1902, 15,086 (890). 

Fork. Dispatch, daily. Dis h Publishing 
Co. Average iy 1902, 7.801 is). A Average for 
May, 1903, 8,87: 

RHODE ISLAND. 

Providence, Daily Journal. 15,975 (@@) (89%), 
Sunday 18,281 {Fo Evening Bulletin 4 
581, average 1902. Vidence Journal Co., pubs. 


SOUTH CAROLINA. 
Columbia, State, daily. State (o., pablishers. 
Average for 1902. 5.777 (901) Daily quevage Sor 
the first five months of 1903, 6,800 copies. 
TENNESSEE. 
Gallatin, Semi-weekly News. In 192 no — 
less than 1,850 (923). First ¢ mos. 1903, 1, 


ox me Sentinel, dai 
v.tet ian Lp 1908, 9,21 


ime, | for 








Memphis, Commercial A , Sunday 
and wonky” Ave in da y 2. bee, Suan- 
84,910, weekly 74,718 

hvi Banner, daily. gam av. ae year ending 
Feb. 188, sig.ore (229). Av: for June, 1903 19. 
556. Nashville d’ ae to Roll of Honor. 
Sesh, Christian A erh w' 
& Smi' Average for 108 + came 


TEXAS. 

Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for er 1,000 (944). 
Denton, Denton Co. Kecord and Chronicle, 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945). 

El Paso, Herald. dail Average fi 
8,245 (946). E. Katz, fz, Special Agent, New Svork” 
ay Advocate,dy. W. ‘dy. W.N. Fur rey, pub. /902 
issue less than 1,150 (950) ; May, 1903, 1,257. 
VERMONT. 

Barre, Times, dail toh Es Lom ley. Aver. 1 
2,854 (974). First “4 03 2,588. = 
veneuma. 

Norfolk, Dispatch, daily. Daily average for 
1902, 5,098 (985). July, 1908, 7,726. 

WASHINGTON. 


okane, Saturday 8 tor, oy: Frank 
Average for 1 5,886 





Taeoma, Daily News, dy. ~ ~~ Pub.Co. 
Av. 1902, 18,659 (1,000). Saturday issue 18,008. 
WEST VIRGINIA. 
Parkersburg, Sentinel, daily. R.G. Hornor, 

pub. Average for 1902, 2.804 (1009). 
Wheeling, News, d’y and Sy. News Pub. Co. 
Av>rage for 1902, d’y $,026, S’y 8,805 (1011). 
WISCONSIN. 
Mathen, Amerika, weekly. Amerika Pub- 
lishing Co. Average for 1902, 9,496 (1026). 


ppewentne, Evening Wisconsin, daily. 
Co. Av. for 1902, 2, 20,748 6) ows. 





Wisconsin 
Py we Journal, daily. Journal C » pa 
end, Feb., 1903, 29, 425 19, 425 (1029). july. 84, 14. 
oe kosh, Northwestern. daily. Av. for 1902, 
5,902 (1036). First 4mos 1903, 0. 


a. Journal, daily. etna Printing Co. 
Average six months to July 1, 1903, 8,706. 


Wisconsin Agricuiturist, w’y. Av. for 1902, 
27,615 (1039). For yr. edg. July 3/, 1903, 80,200, 
w aca, Post, bay ™ Qs Publishing Co. 
v| average for 1902, 2,588 (1044 
BRITISH COLUMBIA. 


Vancouver, Province, daily. C. Nichol, 
publisher. Average for 1902 for iene Dost (1051). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051), 
eg neny end Gan. 


Free Press. 
erage for 1902, daily Th sat. s —t- . Sy 16,604 
054). First six months 1903, 17,429. 
NOVA SOOTIA. ¢ GAR. 
Halifax, Herald, Evenin aH 
Combined average for 1902, eea1 “(aon 
ONTARIO, CAN. 
Toronto, Canadian Suagioment and Vebicle 
Trade, monthly. Average for 102, 5,250 (1087). 
Toronto, Star. daily. Average for 1902, 14,- 
161 (1084). First six months 1903, 20, 096. 
QUEBEC, CAN. 


Montreal. Star, dy. & wy. Graham &Co. Av. 
‘or 02, dy, 55,0 738. vy. 121. 418 co), Six mos, 
end. May 3/, '03, dy. av. 55,147, wy. 122,157, 
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PRINTERS’ INK. 





From now on to September 30, 1903, rader 
articles setting forth strong reasons why bgine 
Printers Ink is the best advertising journd in 
500 words. 

In constructing the same, a writer may dwell 
journal for advertisers: 1. That above all els is 
which it treats. 2. That it covers its chosen fie 
and service to subscribers, never been approathed 

Particular emphasis should be laid upoa th 
tend to learn the art of writing advertisement ar 
may accomplish it by reading and studying P: 
carried on at home, every issue of Printers’ Ix t 
than ten cents. That, doing this very thing has 
many young men who now earn large salariesas 
Printers’ Inx costs only five dollars a year, ant is 
ful than any so-called advertising course, betau 
guide along the line of the actual experiencepy 
tising in a practical way. 

A coupon, good for a paid-up subscriptior 
year, will be given to every writer of such att ar 
deemed worthy enough to be published in Pam 


SAMPLE COPIES 10 CENTS. 





Address Managing Editor Printers’ Ink, 10 Spru 
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iSchool 





03, traders of Printers’ Inx are invited to write short 
y bginess men should read Painters’ Ink and why 
Jurng in existence. Such articles are not to exceed 





nay dwell upon the facts that Printers’ Inx is a weekly 
ll eke is practical and authoritative upon the topics 
1osen fields completely, and that it has, in excellence 
proathed by any of its many imitators. 

upon the point, that young men and women, who in- 
nents and wish to become proficient in the same, 
ying Printers’ Inx. That, this study can be 
rs Isx being one weekly lesson at a cost of less 
ing has been in the past the starting point of 
Tiesas adwriters and ad managers. That, 
and is actually preferable and more use- 
, betause its lessons always teach and 
nceby men who are engaged in adver- 















cription to Printers’ Inx for one 
| att article, provided the same is 
Printers’ Ink. 
DENTS. 


) Spruce St., New York. 








34 PRINTERS’ INK. 


PRINTERS’ INK. 


mn... Bhp mm FOR ADVERTISERS. 


price, five dolla Ten cents a 
Subacriptiod “+s five ollars . yeor, in 


ing printed from plates, it ogni pos- 
“ee ng igsue a new edition = ore hun cop- 
um 


at the expiration of f the time 


wenn 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, AUG. 26, 1903. 














To-DAY’s slogans of publicity 
are many: “Judicious Advertis- 
ing,” “Advertising that Adver- 
tises.” “Profitable Advertising, 
“Results that Count,” “Scientific 
Advertising,” “More business” 
and scores of other rallying cr'es 
have staunch supporters. One 
new note demands expression: 
“Reasonable Advertising.’ 

. * * 

Reasonable advertising is the 
standard to which the advertising 
of to-day is (unconsciously in 
great part) gradually adjusting it- 
self. It is pre-eminently the ad- 
vertising of the future. Briefly 
defined, it means advertising that 
shall, both in general plan and in 
every detail, be based upon ra- 
tional business sense. It is the 
antithesis of that theory of adver- 
tising which accepts as true the 
statement that “A sucker is born 
every minute,” and which bends 
its energies to catch the sucker. 

* » * 

Reasonable advertising pre-sup- 
poses an honest, practical business 
proposition to advertise. Its policy 
forbids the use of freak methods. 
It knows that publicity can be got- 
ten by rolling a potato down 
Broadway, but doesn’t believe in 
that kind of publicity. It studies 
human nature and tne laws of 
trade, and plans to create a strong 
and lasting demand for the com- 
modity it represents. It believes 
that convincing people of the mer- 
its of goods is of far more value 
than merely associating the name 
of the goods in the public mind 
with a series of comic verses, or 
a set of unique pictures. Reason- 


able advertising holds that the pub- 
lic is intelligent, and produces ad- 
vertising matter that appeals to 
the intellect. 
* + 

Mere glowing descriptions and 
eloquent climaxes will not satisfy. 
There must be sound argument as 
a framework for the adwriter’s 
rhetoric. Reasonable advertising 
does not promise more than it can 
fulfill, for it knows that perma- 
nent success can be built up 
only by satisfying patrons. It 
plans campaigns wisely, spends 
money prudently; avoids wildcat 
schemes; knows the relative value 
of mediums; deals with agencies 
of unquestionable standing. It is 
not synonymous with conservative 
advertising, for conservatism is 
often irrational. When thoroughly 
convinced of the practicability of 
new methods, it adopts them, and 
uses them energetically. Reason- 
able advertising is the right kind 
of advertising for every honest 
business, and in the application of 
sound reason to the promotion of 
business by advertising, there are 
limitless possibilities for able, am- 
bitious men. 





Money talks when spent for 
good advertising space. 


Epwarp W. Drew, a well-known 
and popular newspaper man, took 
charge of the editorial department 
of tne Newark, N. J., Daily Ad- 
vertiser as its managing editor. 





Mr. Joun F. Mackay has been 
appointed to the position of busi- 
ness manager of the Toronto 
Globe, made vacant on June 25, 
1903, by the death of Mr. Charles 
W. Taylor. 


Several of the “monthly magazines 
are excluding patent medicines from 
their advertising columns and find it 
profitable to do so. There is now and 
then a weekly doing the same thing. 
As yet no daily has become so vir- 
tuous. 





“I HAVE always been a warm 
admirer of Printers’ INK, and I 
am fully convinced of its helpful- 
ness, editorially and otnherwise.”— 
Robert Frothingham, mgr. Apvv. 
Dep, MW. Y. Life, Aug. 17, 1903. 









| 
| 
| 


a _— 





THE Atchison Globe celebrated its 
quarter-centennial Sunday, August 2, 
1903. The features were two free 
concerts by Ellery’s Royal Italian Band 
of fifty-five men, and an address by 
the Governor of Kansas. 

THE representation in the for- 
eign field of the Portland, Ore., 
Journal, has been transferred to 
the Vreeland-Benjamin Special 
Advertising Agency, of 150 Nas- 
sau street, New York, and the Tri- 
bune Building, Chicago, III. 











PrinTERS’ INK fully compre- 
hends the importance of psy- 
chology and its relation to ad- 
vertising, but believes it will 
take care of itself, and that 
the attempt to reduce its in- 
fluence to a science is futile. 
Advertising must be studied 
from the relation of debit and 
credit so long as an advertiser 
is a business man and not a 
dreamer. 











Tue Vreeland-Benjamin Special 
Advertising Agency, of the Amer- 
ican Tract Society Building, New 
York and the Tribune Building, 
Chicago, has just secured the ap- 
pointment as special representative 
of the Albany, N. Y., Journal in 
the West. The Vreeland-Benja- 
min Agency has represented the 
Albany Journal in the East for a 
number of years, but its interests 
in the West have heretofore been 
looked after by Mr. W. E. Em- 
ery, who has resigned, to take 
charge of the Western office of 
Everybody’s Magazine. 


Mr. E. M. Hoores, proprietor of 
the Wilmington, Del., Morning 
News, says the assertion frequent- 
ly appearing in Printers’ INK, 
that Wilmington is well covered 
by the Philadelphia papers, is mis- 
leading and untrue; that the circu- 
lation of the poorest daily in Wil- 
mington is more every day of the 
week than that of all tne Philadel- 
phia dailies combined in the city 
of Wilmington. Mr. Hoopes 
wishes it to be understood that 
the paper he had in mind as “the 
poorest daily in Wilmington is” 
not the Morning News. 
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PEOPLE are convinced by reason. 
To make your ads convincing, you 
ought to have a reason for every 
claim. 





Tue Wilmington, Del., Morning. 
News is the only paper on the 
Roll of Honor from that State, 
although others might be eligible. 
Wilmington is a population cen- 
ter of over seventy-six thousand 
souls. 


Tue Chicago, IIl., Grain Deal- 
ers’ Journal has cleverly adopted 
a suggestion made in PRINTERS’ 
INK of July 1, 1903. It prints the 
goldmarks, (@®) the symbol of 
highest quality, on the top of its 
editorial page. Every paper which 
enjoys the goldmarks (@®) 
should make this fact constantly 
known. It is a distinction so dif- 
ficult to obtain, that one often 
wonders why publishers who are 
fortunate enouga to posses it don’t 
make the most of it. 





THE Rock Island Railroad System 
has within a few months opened 
on Fifth avenue, in New York’s fash- 
ionable district, the most elaborate 
and costly passenger ticket office in 
the country. The fittings both ex- 
terior and interior are evidence of the 
finest taste and the nicest sense of fit- 
ness to the surrounding neighborhood. 
Located on the corner of 35th street, 
the eye of the passer-by is at once 
caught and held by the front window, 
which is pretty well covered by the 
most remarkable sign in New York 
City. The design is a great globe, 
which represents the northern half of 
the western hemisphere. The upper 
part is concealed in a delicately-lined 
mass of clouds, while the lower part is 
a map of the United States showing 
the Rock Island system. The design 
shows remarkable skill in both draw- 
ing and color, and is really a wonder 
and a delight to him who beholds it 
for the first time. The ticket agent in 
charge says that people frequently 
stop their carriages on the way down 
Fifth avenue to comment on it. A 
lady wrote a letter of admiring com- 
ment the other day. The idea of this 
unique display—at once a sign and an 
advertisement of the greatest value— 
originated with Mr. John Sebastian, of 
Chicago, the passenger traffic manager 
of the Rock Island system. 








Ir is pretty generally conceded, 
by those who ‘nave an opportunity 
to know, that the circulation of 
the Philadelphia Press has grown 
wonderfully since the reduction in 
price a few months ago. The 
Press is pushing for the home cir- 
culation and tnought to be doing 
it successfully, in fact, it always 
has been a “home” paper. 


In Indianapolis, Ind., four dai- 
lies are eligible to the Roll of Hon- 
or. The /ournal (@@) for quan- 
tity and quality; the News, the 
Reporter and tne Sentinel. In- 
dianapolis is the State Capital and 
has a population of about one 
hundred and seventy thousand, 
the geographical center of Indi- 
ana, with important commercial 
and manufacturing interests. It 
would be worth while to bring the 
newspapers of such a city to the 
constant attention of American 
advertisers through tne Roll of 
Honor. 





Wuite Everybody's Magazine is 
not in the class of mail-order pub- 
lication, Mr. John Adams Thayer, 
asserts it nas always brought good 
returns to high-grade mail-order 
advertisers; and with its largely 
increased circulation and low rate, 
it is one of the best mediums that 
mail-order advertisers could use 
at the present time. The subscrip- 
tion list of 70,000 annual, paid-in- 
advance subscriptions is an unusu- 
ally strong one. John Wana- 
maker was the former publisher 
of Everybody’s, and the editions 
were 150,000 copies when it was 
bought by The Ridgway-Thayer 
Company. The management of 
the new concern is vested in Mr. 
E. J. Ridgway, who was for nine 
years with The Munsey Magazine, 
and Mr. John Adams Thayer, who 
was for seven years with the 
Ladies’ Home Journal and four 
years with The Delienator. Their 
long experience and knowledge of 
methods of gaining legitimate cir- 
culation has already increased the 
magazine 50,000 copies monthly— 
and this has been done in the 
summer time, when magazine 
sales are usually less. The edition 
of the September number is 215,- 
00 copies, and the old rate of 
$150 per page is still running. 
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Drrect talk usually brings direct 
results. 





Usuatty the ad that is very 
brief will mave a very brief exist- 
ence. 


CoNSTANT advertising results in 
a constant demand for the goods 
advertised. 


AN attractive booklet from H. 
G. Sommerman, special agent, 
Boyce Building, Chicago, and 
Temple Court, New York, gives 
rates, discounts, sizes of column 
and pa.. and date of closing of 
each medium in his list. Fifteen 
s publications are represented, among 
them being Puck, Wilshire’s Mag- 
as ine, Etude, New England Mag- 
azine, Canadian Magazine and the 
Inland. The pages are perforated, 
permitting each to be detached and 
filed, and tae whole booklet forms 
a convenient rate table. 





PuBLISHERS of periodicals that 
print a column of reading matter 
on every page of advertising are 
fond of emphasizing the added 
value that it gives to space. This 
is a favorite argument,. and has 
been so popular with advertisers 
that many journals have adopted 
the method of alternating reading 
and display. The man who makes 
an experiment with himself, how- 
ever, will find that it is natural for 
him to scan all the reading matter 
on these pages first and then turn 
to the advertising. The tenor of 
ads and text is different, and when 
the mind is bent on one it ignores 
the other. There are exceptions to 
this rule, of course, but the prac- 
tice seems to be general. This is 
not an om wg 4 for printing ads 
by themselves, but shows that the 
public needs no bait to tempt it into 
the advertising sections of such 
monthlies as McClure’s and Harp- 
er’s. A leavening of reading mat- 
ter does not harm, and probably 
does a great deal of good by fur- 
nishing a background for the ads. 
It amounts to white space. But 
advertising is read for itself, and if 
the art of making advertising had 
not advanced to a point where it is 
as interesting as reading matter, 
no amount of text could make it 
profitable. 

















Mr. W. H. KENtTNor, manager 
of the Western office of the Vree- 
land-Benjamin Special Advertis- 
ing Agency, of New York and 
Chicago, has secured the Western 
representation of the Indianapolis 
Sentinel. 


ComPaRING the | daily and week- 
ly, an advertising agent of long 
experience says: “It is probably a 
fair proportion that three inser- 
tions in a daily paper, given every 
other day, are equal to a single in- 
sertion in a weekly, for the latter, 
if a well printed and finely illus- 
trated journal, remains current at 
least a week. On this basis of 
three insertions per week it is easy 
to see that, at the rates usually 
charged, the daily paper affords the 
average adiertiser a better ve- 
hicle for reaching tne consumer 
than does the average weekly.” 


Tuis is the season of school ad- 
vertising in the magazines, and the 
critic is once more reminded that 
this class of publicity, while mater- 
ially modernized of late years by 
means of halftones and attractive 
display, as well as more liberal use 
of space, is of a sort that seldom 
departs from stereotyped argu- 
ments. School principals seem to 
have ethics of their own forbid- 
ding the use of original arguments. 
That a school story can be told in 
a new way, however, and with no 
approach to the danger line of the 
sensational, is shown in this ad of 
the Groff School, 110 West Eight- 
ieth street, New York, which ap- 
pears in the magazines as a plain 
pica card with little display: 

A BOY THAT FAILED 
signally at one of the most noted acad- 
emies of New England was put under 
my charge for college preparation. After 
three months of summer work he pass- 
ed into Yale unconditionally. My ex- 
rerience with this boy is typical of the 
success I have had for ten years. The 
Groff School offers, first of all, the very 
best individual instruction; next, it has 
special facilities and comforts for a lim- 
ited number of boarding students of 
proper age (no very young boys admit- 
ted). This is distinctly a hard-working 
scheol. Handsome study rooms, fitted 
properly for young gentlemen (no others 
need apply). All foolish school disci- 
pline, militarv drill and consequent loss 
of time eliminated. Handsome fencing 
rooms, bowling alleys and billiard room. 
Summer arrangements for boys who wish 
to take the September College Examina- 
tions. Leading Colleges, Annapolis and 
West Point. 
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GuaRD your customers’ interest 
and your customers will see that 
you get plenty of business. 





In selecting media, the advertis- 
er can’t miss it very far, if he con- 
centrates all nis efforts on the best 
paper in each city. 








JosepH Putitzer, of the New 
York World, has given $1,000,000 
to Columbia University for the 
establishment of a school of jour- 
nalism, and work upon a build- 
ing to cost $500,000 is to be begun 
immediately. If the new school 
proves that journalism can be 
successfully taught, taus relieving 
the newspapers of the work of 
teaching their own men, a further 
gift of $1,000,000 will be added to 
the endowment within three years. 
The gift embodies an idea that 
Mr. Pulitzer has long had in mind, 
and tne school will not only train 
new men, but will offer courses to 
reporters and editors already en- 
gaged in newspaper work. Presi- 
dent Eliot, of Harvard, has out- 
lined the following course, which 
will doubtless be greatly modified 
when actual teaching is begun: 


NEWSPAPER ADMINISTRATION.— 
The organization of a newspaper office; func- 
tions of the ublisher; circulation de irtment; 
advertising Seguenants editorial and ‘“‘repor- 
torial’? departments; the financing of a news- 
paper; local, out-of-town, and foreign news 
service; editorial, literary, financial, sporting, 


and other departments. 

NEWSPAPER MANUFACTURE. — 
Printing presses; inks, paper; electrotyping 
and stereotyping process; type composition; 
typesetting and typecasting machines; processes 
for reproducing illustrations; folding, binding, 
and mailing devices 

THE LAW OF JOURNALISM.—Copy- 
right ; libel, including civil, criminal, and se- 
ditious libel; rights and duties of the press in 
reporting judicial proceedings; liabilities of 
Sn editor, reporter, and contributor. 

ETHICS OF JOURNALISM.—Proper 
sense of responsibility to the public on the 
part of newspaper writers; to what extent 
should the opinions ‘of the editor or owner of 
a newspaper affect its presentation of news? 
Relations of publisher, ged and reporters as 
regards os of 4... 

Histo RY JOURNALISM. —Free- 
dom of the press,  % 

THE LITERARY FORM OF NEWS- 
PAPERS.—Approved usages in I weg 
spelling, abbreviations, 27 erap 

RE-ENFORCEME £6 RxISTING 
DEPARTMENTS OF INSTRUCTION 
for the benefit of students of journalism: In 
English—Reporting of news, news letters, re- 
views, paragraph writing, editorial writing ; 
In History— Emphasis on contemporary his- 
tory, Government and geography ; In Political 
Science— Emphasis on contemporary economic 
problems and financial administration. 
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THE man who does advertise in 
a good publication simply because 
he doesn’t like the proprietor, or 
the editor or some of the papers’ 
tendencies, is shortsighted and 
foolish. Consider the paper—not 
the man. 





Carbs bearing texts taken from 
Scripture and resembling “Omega 
Philosophy” without the savor of 
oil are now appearing in about one 
hundred street cars in Chicago. 
This campaign was begun by mem- 
bers of the Christian Endeavor So- 
ciety through subscription, the ser- 
vice costing fifty cents per month 
per card. “Advertising for the 
Kingdom” is the title of an article 
m the Christian Endeavor World 
in which the advantages of adver- 
tising salvation are set forth from 
a plain business standpoint: 

As followers of Christ we are in busi- 
ness, our ‘‘Father’s business.”” We have 
something about which the whole world 
ought to know—salvation full and free, 
without money and without price. Then 
why not apply business methods to our 
business? Our traveling salesmen are 
out already. We have missionaries seek- 
ing souls in every country on the globe. 
But this is only a trifle compared to the 
activities of the commercial world. We 
need advertising. Some of our great 
preachers and evangelists have taken 
advantage of this idea, and not infre- 
quently we see church notices on our 
billboards, in the newspapers, and more 
recently in street cars. The company 
—— that each sign will reach at 
east five hundred people daily. The 

advertisers, being conservative, figure 
on each sign’s coming before only two 
hundred persons a day. Thus by mears 
of one sign we can reach six thousand 
people in one month, and through the 
use of fifty such signs three hundred 
thousand people. What an opportunity! 
These are the advertiser’s figures, but 
at the company’s guarantee estimate 
seven hundred and _ fifty thousand i. » 
sons can be reached in one month. Is 
it worth our while to advertise? 

Similar cards have also been 
placed in railroad waiting rooms, 
and a canvass is being made for 
blank walls for bulletins, as well 
as for space in public buildings 
and funds to carry the campaign 
into newspapers. Other towns are 
taking up the idea, and such cards 
recently appeared in New York 
surface and elevated cars in limited 
numbers. Another society with 
offices at 142 East 18th street, New 
York, is using small cards in the 
World’s Work to offer tracts and 
literature pertaining to the Unitar- 
ian faith. 


PRINTERS’ INK, 


LETS ’EM STAND. 


Mr. La Fetra makes advertising con- 
tracts for the Royal Baking Powder 
Company. 

One year, said an advertising man, 
when I called to talk with Mr. La 
Fetra, I noticed two chairs in distant 
corners of the room and brought one 
forward. Nothing came of that inter- 
view. 

Next year, when making my annu- 
al call I took the other chair. But 
nothing camé of that. 

Before leaving I asked Mr. La Fetra 
whether he thought it would do any 
good to visit him again next year. He 
said “It might.” 

He was willing to do business with 
me, but I could not allow him the 
agent’s commission; that was where 
we stuck. 

Finally I said: Last year when I 
was here I used the chair over in that 
corner. This year I took this one 
Most canvasers who come here carry 
away an advertising order. I never 
seem to be sofortunate. Tell me Mr. 
La Fetra, in which chair do the ad- 
vertising men generally sit ? 

“They generally stand,” said Mr. 
La Fetra, 
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THE only correct way to test an 
ad is to print it ina good medium. 
~~? 

Poor punctuation mars many an 
expensive sign. The sign-painter 
loves commas, and his chief of- 
fenses are committed by placing 
them where they do not belong. 
Such monstrosities as “Smith, 
Jones, & Co.,” are by no means 
rare, and the apostrophe is often 
misplaced, as in “Painter’s Sup- 
plies. Sometimes it is used 
wholly without warrant, as in 
“Robinson Bros’.” Commas should 
figure in signs only where abso- 
lutely needed, as in “Brown, 
Brown & Brown.” To tack them 
onto the end of a line is wrong. 
Periods can also be dispensed with. 
even after initial letters, as strict 
rules of punctuation do not apply 
to the few words of a signboard 
meant to read at a distance. Only 
one sign in a dozen needs punctua- 
tion of any sort, and yet it is not 
too mucha to say that one sign in 
fifty the country over is made ri- 
diculous through superfluous punc- 
tuation marks. 
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A. W. LEE, President, E. P. ADLER, Secretary, 
Ottumwa, lowa. Davenport, lowa 
Davenport Times. ’ 
Population, 40,00 The Lee Syndicate 
J of 


Ottumwa Courier 


ropuntionxe LOoWa Evening Newspapers 


4 OFFICE OF 


Muscatine Journal. E. P. ADLER, Adv. Mgr. 
Population, 15,000. 


Davenport, [owa. 


August 15, 190%. 
Editor Printers' Ink, 


10 Spruce St., 
New York City. 
Dear Sir: 

I am happy to report almost imme- 
diate results from your Roll of Henor. 
The first issue containing advertisement 
of Davenport Times had just reached my 
desk on Thursday, and on Friday a gentle- 
man came into the office to make an 
advertising contract for a large Eastern 
drug firm. One of the first things he 
wanted to know was whether the Times was 
in Printers' Ink Roll of Honor, and I 
was happy to say ‘‘yes.'' I got the con- 
tract, not only for the Times, but also 
for the Muscatine Journal. 

Yours truly, 


—~“SPe 





NOTICE :—The advertising of all the Lee Syndicate New: rs is conducted from 
Davenport, and all ‘— o for rates, etc., should be made to E. P. Adler, 
Advertising M r. Sample copies and sworn detailed circulation state- 
ments furnished cheerfully on request. 
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YANKEE COPY FOR BRIT- 
« B4SH ADVERTISERS. 
2- —— 


Americans have had a good 
deal to say to the English adver- 
tiser about the imperfection of his 
methods and the desuetude of his 
ideas generally. Some of this crit- 
icism has been helpful, but more 
has been ill-advised. The Briton 
has taken it all with fine good na- 
ture, and some he has put into 
practice. He is learning to do bet- 
ter advertising and more of it, 
adapting American advertising no- 
tions to his own ends when they 
are practicable. The latest ad- 
vance in advertising methods on 
the part of English advertisers is 
the use of copy written by Ameri- 
can adwriters. Calkins & Holden 


of 1135 Broadway, New York, 
have lately completed arrange- 
ments with London advertisers 


whereby the firm will furnisa copy 
and selling plans for several gen- 
eral commodities now prominently 
exploited in British markets. Mr. 
Holden returned the other day 
from a two months’ stay in Eng- 
land, where he went at the invi- 
tation of these advertisers to study 
English possibilities and the Eng- 
lish public at short range. 

“So far as I know we are tae 
first firm of American advertising 
specialists to make copy for Brit- 
ish advertisers—that is, copy for 
use in Great Britain,” said Mr. 
Holden. “American advertising 
agencies and papers have London 
representatives, but their efforts 
are devoted to inducing the Brit- 
ish manufacturer to market his 
goods over here. Our experience 
in this field began a year ago, 
when we prepared a series of ads 
for one of the largest tea houses 
in the United Kingdom. During 
the King’s coronation tais house 
sent out large numbers of free 
samples, toasting the British pub- 
lic in the British national drink. 
We prepared a series of ads that 
appeared throughout the northern 
part of England, with daily 
changes. The last feature was a 
decided novelty over there. The 
commission for this advertising 
came to us because we had writ- 
ten an American letter for the Ad- 
vertising World, London. After 
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the ads appeared we got other 
work, and finally this invitation 
to consult with certain English 
manufacturers and study condi- 
tions at first hand was extended.” 

“Do you think that this marks 
the beginning of an extensive de- 
mand for American copy?” 

“It probably does—there is a 
widespread interest in American 
advertising methods in England.” 

“What created this interest?” 

“Well—Printers’ INK has been 
responsible for it in a large meas- 
ure. Every advertiser and busi- 
ness man in England seems to 
know the Little Schoolmaster, and 
to follow it closely. The practice 
of one of our customers over there 
will show how attentively Print- 
ERS’ INK is studied. Every week 
he reads the paper, marking pas- 
sages or ideas that he wishes to 
refer to at some other time. Fre- 
quently he writes a sentence or 
two of comment in the margin. 
At the end of each quarter, when 
a volume of PriNTERS’ INK is com- 
pleted, his secretary compiles an 
index of all these marked pas- 
sages, copies it out on the type- 
writer and has it bound with the 
thirteen numbers of the paper. 
This man has many volumes of 
Printers’ INK thus annotated. 
He makes a practice of marking 
almost everything that is concrete, 
as a method or medium of ad- 
vertising in actual use. Profitable 
Advertising is also known and 
read in England, but these two 
journals were the only ones I 
heard mentioned generally. 

“To return to the subject of 
American copy. It seems extreme- 
ly probable that American writers 
and specialists will find England 
a good field for missionary work. 
Our commission goes farther than 
copy, for we perfect selling and 
follow-up plans, and attend to 
other details. But tne copy part 
is most interesting as a_ study. 
None of our clients are seeking an 
American market, it must be re- 
membered, and the advertising is 
written entirely for British read- 
ers. English copy may be divided 
into two classes. One consists of 
a great deal of pictures with a 
very little argument. The other 
consists entirely of argument, and 

















—such is the thoroughness of John 
Bull—is usually heavy. Englisa 
advertising illustrations are usually 
heavy, even when of a humorous 
nature. There has been a ten- 
dency for many years to use pic- 
tures that were quite inapropos 
of the commodity. Many large 
advertisers have bought paintings 
at the academical exhibitions. The 
argument is heavy because tie 
British advertiser takes his pub- 
licity very, very seriously, making 
everything plain and dignified. As 
a result, their copy lacks American 
snap and lightness. We mean to 
strike a happy medium. The Brit- 
ish public is not so dull as adver- 
tisers generally believe, yet care 
must be had not to make this pub- 
licity too American. It must be 
more dignified than we would need 
here. Americanisms must be care- 
fully eliminated. English news- 
papers differ from our own in that 
they are newspapers pure and sim- 
ple. They do not attempt to be 
home magazines or physical culture 
schools. The Briton takes his 
newspaper seriously. He never 
buys a copy to read the headlines 
on a tram car, but carries it home. 
The papers are solid. Advertising 
must be in accord with these facts, 
as well as bright and new. More 
modern illustrations can be used. 
We have had considerable success 
with silhouettes of the sort used 
in ‘H-O’ ads last winter. The 
penny papers throughout England 
now accept advertising that is il- 
lustrated, but a certain number of 
the most desirable mediums will 
make no innovations or conces- 
sions to advertisers. Extremely 
clever copy will attract attention 
over there, but I am not certain 
that it sells goods. ‘Sunny Jim’ is 
making a stir just now, and many 
people who knew that I was an 
advertising man, remarked that he 
was amusing. On inquiry, how- 
ever, I found that a large propor- 
tion of these same people had 
vague ideas of the composition of 
‘Force.’ The Fels-Naptha people 
are using copy that would be ideal 
for American papers, but it is gen- 
erally considered that it leaves too 
much to the average Briton’s 
imagination. Macbeth advertising 
1s greatly admired and enjoyed by 
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Britisn merchants, but they say 
that it would be folly to print it 
there, as it would be misunder- 
stood. So, you see, American 
copy, as we know it here, will not 
do for England. The two methods 
must be combined. 

“Besides newspaper copy we 
will also prepare posters, hangers, 
literature and all the odds and ends 
of a general campaign. English 
advertising literature is usually 
pretty clumsy stuff, according to 
our views—particularly that sent 
out by manufacturers. The manu- 
facturer grows solemn when he 
talks about his goods, and would 
not use an illustration for fear of 
sacrificing dignity. Printing is 
usually cheap and poor. So 
few firms have adopted American 
ideas in literature, issuing modern 
folders and booklets, and have had 
conspicuous success. This shows 
that the public is in advance of 
the manufacturer. Window dis- 
plays of a lively kind have also 
proved successful recently. I re- 
member the window of a retailer 
in Manchester where an automatic 
machine for weighing goods was 
on exhibition. It iad drawn 
crowds daily for several months. 
Magazine advertising is in its in- 
fancy. The queer custom of inter- 
leaving the magazines with all 
sorts of circulars stands in the 
way of the development of a profit- 
able advertising section. Adver- 
tisers furnish their own matter and 
pay so much per thousand for slip- 
ping it into the pages. Some- 
times these inserts are stitched 
into the book. They are of all 
shapes, colors and sizes. When 
the magazine is opened they fall 
to the floor, and even the consci- 
entious Englishman will not read 
them. Were this custom abolished 
and legitimate advertising pushed, 
the magazines would become good 
mediums. 

“Our English clients are all large 
general advertisers, but as there 
is a wish to have it thought that 
the copy originates in England, we 
cannot quote names. The oppor- 
tunities for other American adver- 
tising men to acquire business over 
there seem to be very good, to 
my way of thinking. British busi- 
ness men have liberal views to 
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ward Americans, with sincere res- 
pect for their ideas. The Ameri- 
can advertising man in London can 
readily get a hearing by conform- 
ing with local customs. It is im- 

ssible, for one thing, to set out 
in the morning and make a round 
of calls on firms selected from a 
directory. Business calls go by 
appointment, made previously by 
mail. Ten o'clock means ten 
o'clock precisely. If a previous 
caller has not finished his inter- 
view when your time arrives he 
must step out and give you place. 
Those who call without appoint- 
ment are not received. It is a 
very good system when you grow 
accustomed to it, and facilitates 
business immensely. Another point 
to be remembered is that in send- 
ing mail from this side to English 
business men the postage must be 
fully prepaid. When an insuffici- 
ently paid letter or circular arrives 
the addressee must pay a fine 
amounting to double the deficient 
postage, and he is also subjected 
to other annoyances. Many Amer- 
ican firms have sinned in this wise 
lately and nothing incurs so much 
ill-will as an insufficiently paid let- 
ter or, worse, a circular. A vig- 
orous protest always follows. A 


favorite form of annoyance by dis- h 


charged employees is the mailing of 
anonymous and scurrilous letters 
to business houses with short pos- 
tage affixed. With attention to 
such details as these, American ad- 
vertising men will find it worth 
while to keep before British ad- 
vertisers by means of letters and 
literature. There is a good deal 
of interest there, as I have said. 
We have received many profitable 
inquiries through mention of our 
work in the ‘Notes’ department of 
Printers’ INK, and find that the 
English advertiser watches Amer- 
ican affairs very keenly.” 
ROMS os) tla 


DurinG the recent meeting of 
the American Library Association, 
which was held at Niagara Falls, 
the Bureau of Conventions, an or- 
ganization that takes care of the 
advertising interests of that city, 
issued a fine handbook and souv- 
enir, containing a brief description 
of the Falls. The embossed cover 
was particularly effective. 
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NOTES. 


Mer. A. W. Patmer, a well-known 
ad writer, has recently secured through 
Hapgoods of 309 Broadway, New York, 
a position in the advertising department 
of the Whitman Co. of New York city, 


Tue chief facts about the Standard 
Emery Wheel Dresser, made by the 
Standard Tool Co., Cleveland, Ohio, 
are plainly set torth in a condensed 
mailing card. The picture tells the 
story. 


A_ FINE booklet from the Tribune, 
Oakland, Cal., gives many opinions of 
leading merchants as to the paper’s 
advertising value, as well as portraits 
of the members of its editorial and bus- 
iness staffs. 


“Just About the Kinseyburt Filing 
Machine” is an informing booklet de- 
scribing this mechanism from the Kin- 
seyburt ,Co., 136 Liberty street, New 
York. The argument is wisely con- 
fined to practical, technical demonstra- 
tions of saving in cost over handwork. 


_Wuat is the “Roll of Honor”? A 
list of papers, honest ones; those whose 
ublishers are willing that their circu- 
ation be known. Such a list has been 
sought for by the general advertisers 
for years, but heretofore unfound. 
compliment Printers’ INK for furnish- 
ing such a list to the advertisers.—L. 
W. Marshall, ad writer, 478 Jefferson 
Avenue, Brooklyn, N. Y. 








_ In Chicago the name of Tom Murray 
is a familiar one. Its mention immedi- 
ately suggests the fact that he makes 
shirts and has original ways of advertis- 
ing. He keeps so persistently in the 
foreground that it is impossible to forget 
im for any length of time. At the 
Derby messenger ~~ went among the 
70,000 spectators s outing for “Tom 
furray—he makes shirts,” associating 
his name very effectually with the ex- 
citement attending the fortunes and 
misfortunes of the day.—Mail Order 
Journal, Aug., 1903. 
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AN ITEM_FROM THE AGRICULT- 
URAL DISTRICT. 





“A” PRETTY GOOD CBOP,”” 
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BROTHERHOODS, FRATERNITIES, AS- 
SOCIATIONS AND MISCELLANEOUS 
SOCIETIES. 





Military; Army; Navy; Grand Army of the Republic; Woman’s Relief 
Corps; Labor; Railway Employees; Co-operation; American Legion 
of Honor; American Mechanics; Ancient Order of United Workmen; 
College Fraternities ; Benevolent and Protective Order of Elks; Forest 
ers; Free Masons; Improved Order of Red Men; Knights and Ladies 
of the Maccabee; Knights of Honor; Knights of Pythias; Odd Fel- 
lows; Patrons of Husbandry; Patrons of Industry; Order of the Royal 
Arcanum ; Woodmen; Miscellaneous Societies; Anarchism ; Commun- 
ism; Socialism; Single Tax. 





The American Newspaper Directory, among its class papers, catalogues 
the varieties mentioned in the heading of this page as follows : 


MILITARY—ARMY AND NAVY. 








CALIFORNIA.......... San Francisco, Service NewS.............0.0. sseeeeee Weekly “1eL." 
CONNECTICOT....... New Haven, Official Bulletin "KL." 
DIST. OF COLUMBIA..Washington, Army and Navy Register................ Weekly 
Washington, Army and Navy Magazine.............. Monthly “1K..” 
Ps cscene-ecaed Chicago, National Guardsman . I 
Chicago, National Volunteer.................sseeseeee “JeL.”* 
Sy Fort Leavenworth, Journal of the United States 
Cavalry Association.......... Quarterly ‘“1KL." 




















BETROTEL......ccvcccesed St. Louis, Picket Guard 
NEW YORK............New York—Manhattan and Bronz, 
AGG GRE TA FOUN. 0.0. ccccccccccccccecccccecs 
Seventh Regiment Gazette ........ 
einntiteatnsssdnprsonscsgebeeipansen 
United Service Review.............cececccssseeees 
New York—Brooklyn, 
Naval Service Ganette...........0ceccccccccccceces . 
Ben cocccccsscenescses Cleveland, Deutsch AmerikanischeKrieger Zeitung.Bi-weekly H 
PENNSYLVANIA..... Carlisle, Journal of the Association of Military Sur- 
geons of the United States 2,000 
TENNESSEE. ...-Nashville, Confederate Veteran ........ _ D 
ED ctanee .+-+»-Hillsboro, Texas Volunteer Guard...............++++ “TKL.” 
Wee Mincccccoscccese Fortress Monroe, Journal of the U. 8. Artillery..... Bi-monthly I 
ONTARIO, CAN....... Toronto, Canadian Military Gazette.................. Semi-m'ly H 
GRAND ARMY OF THE REPUBLIC. _ 
COLORADO..........+. Denver, National Standard.............. “UKL.’ 
DIsT.OF COLU MBIA..Washington, National Tribune . oe 104,599 
SLZIOER... ccc ccecceses I, Feces cscvcvcocenecccossecocccaccesccsces {KL 
IOWA.... Des Moines, Grand Army Advocate and Woman’s 
Relief Corps a nneaeenseuctecd 
ee. Topeka, Western Veteran............. ° 
MASSACHUSETTS ....Boston, Grand Army Record...........scssceeeees eee 


MICHIGAN......0..-++-- eeeces 
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ALABAMA..... eresecee 


CALIFORNIA......... 


COLORADO.,.......... 


CONNECTICUT....... 
DIST.OF COLUMBIA. 


FLORIDA.........00005 


GEORGIA ............ 


ILLINOIS............++ 


KENTUCEY........... 


LOUISIANA........... 
MARYLAND....... 







PRINTERS’ INK. 








LABOR, 
-Birmingham, Labor Advocate ..................00+00+ 
Birmingham, Common Sense...... 
Brewton, Laborers’ Banner....... “ ° 
EE 
ee I icicednsinsvecesesessspeseeesetns 
Los Angeles, Union Labor News.. 
Los Angeles, Western Mechanic....................+. Weekly 
SESE Ne eR are ee Monthly 
Sacramento, Tribune............ .. Weekly 
San Francisco, Labor Clarion............... .. Weekly 
San Francisco, Organized Labor....................++ Weekly 
SD DURE, De cccccccccscccccsccessccsceses Weekly 
San Jose, Union Index.... .. Weekly. 
Tuolumne, Miner and Lumberman....... ....Weekly. 
-Colorado Springs, Colorado Labor News............ Weekly 
Colorado Springs, Labor News...... .............000+ Weekly 
en csctieanedccvasscccsccnnexccccosses Daily 
Denver, Retail Clerks’ National Advocate........... Monthly 
Pn cecccscreccnerccessoscccevccccesveseses 
Pueblo, Glas Svobode. 
-South Norwalk, Official Journal...................... Monthly 


-Washington, Department News... ...........++...+- Weekly 
Washington, Trades Unionist. .......... 
Washington, American Federationist. 
Washington, Granite Cutters’ Journal 
Washington, Journal of the’ Knights of Labor. 





Monthly 
.. Monthly 





Washington, Stonecutters’ Journal .................. Monthly 
Washington, Tile Layers’ and Helpers’ Journal ....Monthly 
.Jacksonville, Florida, Labor Journal................ Monthly 
Tampa, Union Label....... 





. Atlanta, Journal of Labor 
EE PU TIES so cscccncae vsdceccostecoséses Weekly 
SE cb ecnecescscccccescecoccccuserencoesenceses 


I  dicserdcdsesseeceseccocseroeancesen 
Chicago, Labor World 
TD vnncwntescedesorssosoncaseseveseconend 

Chicago, Allied Printing Trades Journal............ Monthly. 
Chicago, Cigar Makers’ Official Journal.............. Monthly 
Chicago, International Woodworker ..Monthly 
Chicago, Piano & Organ Workers’ Official Journal...Monthly 
Chicago, Roadmaster and Foreman 








ID oc vn cicatccdusvecssocerssnseseete 
Danville, Hoisting Engineer.................0.sseeeeee Monthly 
Decatur, Labor World .. Weekly 

















I IN, icc cccccvccsccsectscsovesccsoes 
on ccccncccnvcesstccscncececus 
Harvey, Union Labor Advocate... 

a occ snannscctonctseesseeseoses 

Pe  cdnecuccedtccccepiacsudcngnsecssessosons Weekly 
Quincy, Labor News................. ..Weekly 
Rock Island, Tri-City Unionist.................. ...-Monthly 
Sparta, Brotherhood of American Workmen........Monthly 
Springfield, Illinois Tradesman....................... Weekly 
Streator, Union Trades and Labor Gazette... -... Weekly 
-Indianapolis, United Mine Workers’ Journal........Weekly 
I idianapolis, Locomotive Firemen’s Magazing...... Monthly 
South Bend, Labor Journal.............+...sseeeseees Semi-m’ly 
Terre Haute, Toiler .. Weekly 
-Des Moines, Iowa Unionist Weekly 
I cccovcnccccctvercesccscaresese Weekly. 
-Kansas City, Labor Record............ .. Weekly 
Leavenworth, Labor Review .... Weekly. 
EGE, TN Tinos ccnsccescoscccessecsescceces Monthly 
Olathe, Progressive Thought and Dawn of a -Monthly 
I, HE IED ctnsdbceceesecesscscsse 

Newport, Labor Advocate 

.New Orleans, Southern Economist 


.--Baltimore, Labor Leader........-.++sseceeeeereceenees 


“KL.” 


“aKL." 
“KL. 


12,013 





“gKL." 
2,819 


3,000 


“JEL.” 


a 

x 

u 
Th ee tO 


“KL. 















LABOR—Continued. 
I MASSACHUSETTS....Boston, New England Printing Trades Journal......Monthly 
Z Boston, Shoe Workers’ Journal........ Sosecodecnoeses Monthly 
ae Boston, Union Label Monthly 
, Holyoke, Die Biene................+++ ...Weekly 
MICHIGAN.......++-++ Bay City, Industrial Herald... ... Weekly 
a Se SE itncndidipiseresecsnscecutepecsesened Weekly 
tl Detroit, Our Commonwealth.............secseeeeeeee Weekly 
nf Detroit, Motorman and Conductor.................... Monthly 
” Detroit, Stove Mounters’ Journal...................++ Monthly 
al SSSR, TRE Tis occ cccce ccccescccssccceses 
H Grand Rapids, Chronicle.. ‘ 
a 
MINNESOTA.......... DURGA, CREE WEE. cccccscccesscvcccccccceccconcses 
I Minneapolis, Rights of Man.......... Weekly 
; Minneapolis, Union..................+ Weekly 
- Saint Paul, Minnesota Union Advocate. ... Weekly 
- DNGOURE ....ccscscses Kansas City, Labor Record.............. ..-Monthly 
37 Kansas City, Leather Workers’ Journal.. ...Monthly 
Kansas City, Railway Carmen’s Journal. ...Monthly 
e Saint Joseph, Union...........s-ssseeeeeeeeee ... Weekly 
@ Saint Louis, Labor Compendium........ ... Sundays 
= Saint Louis, Saturday Union Record.. .. Weekly 
c Springfield, Allied Tradesman................0++ee0++ Weekly. 
mI | ae Butte, American Labor Union Journal. . .......... Weekly. 
F Butte, Labor World. ......cccccccescs.ssccccccsccccce «++. Weekly. 
a NEBRASKA...........+ Omaha, Western Laborer........ ...secsseceeeceseeeees Weekly 
Omaha, Workers’ Tri-City Gazette. Weekly 
South Omaha, Independent.................- .-. Weekly 
7 NEW JERSEY..........Newark, Railroad Employee.......... ...Monthly 
‘ Paterson, National Labor Standard .... Weekly 
I Bader, Wage Bare ccecccccccccccccccccccccsvccccesoss Weekly 
= le I sdcivndasccccccscsiccssonsccess ‘ 
[ Trenton, American Potters’ Journal ‘ 
Trenton, Trades Union Advocate...............ses05+ 
r BEW YORK........ccc BEM RIO, AvetEr BeERe sc. cccccccccccccccccccccescs 
: Gloversville, Labor NewS............sscsssccsccececees 
Jamestown, Union Advocate..........cccceccceeeeees 
New York—Manhattan and Bronz, 
PORT cccccccescopeocvccsocenscessecccrseseseseses 
Volks Zeitung) .. 
Volks Zeitung > 
Vorwaerts  ) 
American Workman........ 
Irish World........... 
Mediator.............. 
Union News Letter.... 
Bricklayer and Mason..... 
Utica, AAVOCAGO ......cccccees 
GEIBD.... cc cccccccsesesses Akron, People............ 
Canton, Craftsman............++ Sécesecoens 
Cincinnati, Chronicle.......... .....++ bbeetedetecvesses Weekly 
Cincinnati, Ironmoulders’ Journal. ........ ....-.- -Monthly 
Cincinnati, Mixer and Server.............6-sseeeeeees Monthly 
Cleveland, Artigam..........cc0.-scceccseccsecccsecsoees Weekly 
Cleveland, Bakers’ Journal........ .... Weekly 
Cleveland, Citizen. ................ ....Weekly 
Cleveland, Volksfreund............. .. Weekly 
Cleveland, Barbers’ Journal. ................. ..Monthly 
| Cleveland, International Journal............. ..Monthly 
| Cleveland, Journal.................++ Monthly 
Columbus, Trades Record... ........ssscseeseeeees «... Weekly 
Cygnet, Oil Workers’ Journal. ...............seseeeees Monthly 
Dayton, Montgomery Co. Reporter................++++ Weekly 
WaP Ge, TRIE FOGG. cccsceccccsceccvccccesececvecess Weekly. 
East Liverpool, Operative Potter..............++se00: Weekly 
Hamiléon, Butler Co. Press ...............000.eeeeeeees Weekly 
Marion, Union Leader..............sseseeeecseeecseeees Semi-w’ly. 
Salem, American Worker.............ssceessseesseeees Weekly. 
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Shawnee, People’s Advocate,..,....... ecececccooocee 
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LABOR—Continued. 
OKLAHOMA............Guthrie, Labor Advocate. ...........65 ccceceseceveees Weekly. 
Oklahoma, Labor Sentinel.................ccesecessees Weekly “x1.” 
i an tesccececesess DUST, GAGS POT. ccvevesccceccvccovesss .-. Weekly 1,417 
PENNSYLVANIA...... SE ab cdadiidwacnsebdiabdbocdecveteades ... Weekly 1,848 
Lancaster, Labor Leader................... ... Weekly I 
Mahanoy City, Record...................+++ ...-Daily I 
Philadelphia, Tageblatt jiedcsddddeussebeieonva Dail Cc 
Philadelphia, Sonntagsblatt t enonaeeddesumeseenpeouend Sundays Cc 
Pe, Ge ics ccccscccccccsenseccesvovcvccs Monthly G 
Pittsburg, Amalgamated Journal...................+. Weekly “1x1.” 
Pittsburg, Labor World. .................+ ... Weekly 16,025 
Pittsburg, National Labor Tribune.................... Weekly H 
Pittsburg, Trades Jourmal..............cscscesecceeseces H 
Reading, Labor Advocate. . H 
Scranton, Labor Herald I 
Wilkesbarre, Courler-Herald ... “IKL." 
Williamsport, Labor Review.. “EKL." 
RHODE ISLAND....... Woonsocket, Textile Gazette. . “UKL." 
TENNESSEE. .. -Nashville, Labor Advocate............. “SK.” 
TEXAS...... Gocssvoccces Beaumont, Labor News...,.. “aKL." 
Fort Worth, Union Banner.. I 
Houston, Labor Journal.... - “sKL" 
Be inciscccsvesees Norfolk, Unionist ........ “one 3 “2KL." 
WASHINGTON........ Seattle, Union Record.................. H 
Spokane, Freeman’s Labor Journal................... Weekly 5,202 
WISCONSIN ........... BREED, EOD FOG cs ccccsccvcccccsescccvcccccse<sve 
Janesville, Independent ° “SK.” 
Milwaukee, Social Democratic Herald............... Weekly 15,307 
Oshkosh, Labor Advocate... ............cecsceeees coos Weekly “aKL."" 
Sheboygan, Volksblatt............. sdtddieena Weekly “EKL.” 
BRIT. COLU MB., CAN. Vancouver, Independent .................ceeceeeeeeeee Weekly “UK.” 
MANITOBA, CAN...... WE anpicttcidd cepconastconiecssosenvesiend Weekly 3,278 
ONTARIO, CAN....... Hamilton, Industrial Banner.......................-+- Monthly KL” 
ocewttnd denncédiddbineiscescecnentecsane Weekly "KL." 
RAILWAY EMPLOYEES. 
CALIFORNIA.......... San Francisco, Railway Employees’ Journal........ 











San Francisco, Railway Employee. 





eevccecccececs Kansas City, Railway Carmen’s Journal............. 
Bt. Louis, Advance AGVOCAtEC.......0..cccecsccsccccece 
8t. Louis, Railroad Telegrapher................ .....+ 
NEW JERSEY......... Newark, Railroad Employee...................seeeees 
Be SOc cdccoccced Buffalo, Journal of the Switchmen’s Union....... 
Site scdbutebedscoseed Cleveland, Street Railway News................s0.++ 
Cleveland, Brotherhood of Locomotive Engineers’ 
SRR c vccccvctevecovessvevcsscvececcces 
Cleveland, Railroad Trainmen’s Journal ............ 
SEP: FN Bic bd sctedicsccvcccccocceccosses 
PENNSYLVANIA...... Philadelphia, Railway Recorder ...................++ 
CO-OPERATION. 
CALIFORNIA........ ..Oakland, Co-operative Journal.................see00s Monthly 7,666 
COLORADO eT Te +eeeeee-- Monthly “UKL."" 
MINNESOTA ..-Minneapolis, Niksur Magazine....... wt --Monthly “ik.” 
Se ncctpncccaveccecess a a ccundedcSindesbecessuceeusepeosen “*“UKL."” 
WASHINGTON........ I cnacecnstinéeinsenstth esstqeouccees ““UKL-’ 
Equality, Industrial Freedom oe I 
WISCONSIN ........... ee, Csr cccscccscccccccesesssssesees coe “{KL.’ 
AMERICAN LEGION OF HONOR. 
Bie cccnsescescter cscs MRMNEIID ccecccovccnepesnctetocncsctcccoeqsecoccs Monthly “ixku.’ 


MASSACHUSETTS ....Boston, American Legion of Honor Journal.....:... Monthly 


AMERICAN MECHANICS. 
MIBSOURL ......0.c.000 BE. Ea, WORN FOI oc oo bs oc idcscccecccessvcccces Weekly 5,397 
NEW JERSEY....,,....Burlington, New Jersey Junior Am. Mechanic...... Monthly 
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AMERICAN MECHANICS—Continued, 
NEW YORK............New York—Brooklyn, 




























Empire State Junior 
OHTO......0+++++ sesoseud Cincinnati, Good of the Order 
PENNSYLVANIA...... Philadelphia, Am. Mechanics’ Advocate........ 
POSSRE, AMOTISER. 20 cccccovscctcccsccscccccccs 
VIRGINIA.....0-000e00e Petersburg, Virginia Courier... WKL. 
WASHINGTON......... Tacoma, American Standard 4KL."* 
WEST VIRGINIA...... New Martinsville, Mountain State Gavel............ Monthly ‘1.” 
ANCIENT ORDER OF UNITED WORKMEN, 
ARIZONA.......0.00005 Phoenix, Arizona-New Mexico Workman 2,660 | 
ARKANSAS............ Bentonville, A.O. U. W. Guide 
COLORADO...........- Denver, A. O GB. W. MesewG,. ..cccccecccsccccccosccccces F 
DELAWARE...... ...Dover, Delaware Workman.... H 
Vewennenate ...Pekin, Anchor and Shield.......... 20,196 
Evansville, Hoosier Watchman....................... G 
INDIAN TERRITORY.Okmulgee, Oklahoma Workman.... ...............++ Monthly. 
BEE thcce- enesdccetvens Muscatine, Loyal Workman.......................s008 Monthly E 
Waterloo, Iowa Workman ....................00e0000- Monthly G 
A. . ccccccesesccs Minneapolis, Kansas Workman....................... Monthly 46,019 
BETO o0.sccesces Henderson, Kentucky Workman..................... Monthly 7,833 
Louisville, Workman ..... pecoseoseccenesesesecesoccces Weekly “sx.” 
LOUISIANA.......0.05 New Orleans, Louisiana A. O. U. W. Monthly....... “EL. * 
SRD, vcwnsecinidesenes Resist, TEGRED WINN s 06 6000008000+000nccescceseee Monthly. 
MASSACHUSETTS ....Boston, New England Anchor and Shield............ Monthly I 
MICHIGAN ............ Belding, Degree of Honor Review.................... Monthly 7,920 
Belding, Michigan A. O. U. W. Herald................ Monthly H 
Lansing, A. O. U. W. Wolverine Workman.......... Monthly 23,00 
MINNESOTA........... Cc 
MISSOURI.............. G 
NEBRASKA...........+ F 
NEW HAMPSHIRE.... 
NEW YOREK............ 
penen Fargo, North Dakota Workman 
snsdbenedsiteeceged Cincinnati, Ohio Workman..................eeeseeees 8,149 
Sap peenterccced Salem, A. O. U. W. Reporter .............. ~ I 
peases Johnstown, Pennsylvania Workman ... E 
secers Aberdeen, South Dakota Workman...... “jmL." 
pasbesneell Nashville, A. O. U. W. Messenger........ 2,500 
DORE... ccccccccsccccees Lagrange, Lone Star Workman..... ...............++ 
...Salt Lake City, Rocky Mountain Workman.........Monthly I 
WASHINGTON. ....... Beatle, A. O. UV. W. BABIOER. ..0000 0000 cecccccscccee Monthly “is.” 
WEST VIRGINIA Monthly 4,383 
WISCONSIN...........+ Neilisville, Badger Workman...............+ss00..008 Monthly “s..” 
MANITOBA, CAN......Winnipeg, A. O. U. W. Western Watchman.......... Monthly 5,908 
ONTARIO, CAN....... Orillia, Canadian Workman...... SOO Svesecooccccoocse Monthly 48,477 
COLLEGE FRATERNITIES. 
SONNECTICUT........ Stratford, Garnet and White.................60..seeee Quarterly “1x1.” 
ILLINOIS......... .-.Chicago, Alpha Tau Omega Palm. --- Quarterly “i.” 
SHORTS, cs ccceiece os .Indianapolis, Scroll of Phi Delta Theta. ............ Bi-m’ly 2,300 
Marion, Shield of Phi Kappa Psi...................+.. Monthly I 
MASSACHUSETTS....Williamstown, Shield Quarterly “1x1. 
MICHIGAN ............ Albion, Sigma Chi Quarterly............ eecccesocecoce 1,525 
NEW JERSEY......... Princeton, Alumni Weekly............. 
BREW WORE cccsccccee Ithaca, Kappa Alpha Theta.... od 
Ithaca, Shield Theta Delta Chi.................050-0++ Quarterly “1x1.” 
New York—Brooklyn, 
Delta Upsilon Quarterly..............sssseeceeees “KL.” 
Syracuse, Gamma Sigma Crescent -..- Quarterly. 
OHIO.............++......-Columbus, Key of Kappa Kappa Gamma............ Quarterly “1x1.’ 
PENNSYLVANIA...... Philadelphia, Caduceus of Kappa Siama............. Bi-m’ly “"KL.* 
SOUTH CAROLINA...Charleston, Shield and Diamond _— ° “TEL." 
TENNESSEE...... .....-Chattanooga, Kappa Alpha Journal. KL. 


ELKS (BENEVOLENT AND PROTECTIVE ORDER OF). 


CALIFORNIA..,,...... Sacramento, Western Elk ...................seeseeeeee Monthly “s.* 
San ‘ose, California Elk.....,.. tescrveeeWOOkly “ggy.* 
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ELKS (BENEVOLENT AND PROTECTIVE ORDER OF)—Continued. 












































COLORADO.........++.+ Colorado Springs, Rocky Mountain Elk ............. Monthly. 
DIST. OF COLUMBIA..Washington, National Elk’s Horn...................6. Monthly H 
LOUISIANA..........++ New Orleans, Southern Buck............ é 2,366 
MINNESOTA........... St. Paul, Jolly Elk......... sede eee oa 8,391 
SOUTH DAKOTA..... Sioux Falls, Dakota Elk...... Sbassebodesedsssccsenvess Monthly “zx.." 
FORESTERS. 
SALIFORNIA.......... San Francisco, Am. Forester Review (Independent)..Monthly 2,500 
San Francisco, Foresters’ Advocate (Ancient)...... Monthly 1,482 
CONNECTICUT........ Derby, Forester(of America)...............sceeeeeees Monthly sx." 
TEEAWOES. .ccccceces .---Blue Island, Woman's Catholic Forester......... «es-Monthly “x1.” 
Chicago, Forester Gazette (Independent)............ Monthly I 
eee Albia, Companion of Forestry (Independent) ....... Weekly I 
NEW JERSEY......... Park Ridge, Foresters’ Magazine (Ancient)......... Monthly 5,000 
WASHINGTON........ Seattle, American Forester (of America)..... ...-Monthly I 
WISCONSIN ........... Milwaukee, Catholic Forester................. .-Monthly I 
ONTARIO, CAN.. ..... Guelph, Canadian Forester (Canadian)... ..Monthly. 
Toronto, Forester (Independent)....................+. Monthly 196,500 
FREEMASONS. 
ARKANSAS............ Little Rock, Eastern Star..............cccccesccevecess 1,148 
Little Rock, Masonic Trowel. . 2,000 
CALIFORNIA.......... Los Angeles, Freemason...... “1KL" 
GOLORADS. .. 0. .ccccee Denver, Square and Compass 1,550 
CONNECTICUT........} Yew Haven, Loomis’ Musicaland MasonicJournal..Monthly  “2Ku." 
GEORGIA TROeS, TINGED THAME, 2.0 ccc cccscccccccseccccceses wt 2,158 
ILLINOIS Bl ington, Illinois Fr I 
Chicago, Forty-seventh Problem......... ; os “IRL.” 
Chicago, Masonic Voice-Review...... das dwccevecesees Monthly 26,041 
i cbiwidteececcesteedeseodseoaces Monthly 2,083 
er Indianapolis, Masonic Advocate --Monthly ‘x1.’ 
Be Cedar Rapids, Freemason and the Fez .............. Monthly ‘sx..” 
Cedar Rapids, Quarterly Bulletin.................... ° “aL.” 
KENTUCKY......ccceee Covington, Five Points of Fellowship........ --Monthly “i.” 
Louisville, Masonic Home Journal....... ..Semi-m’ly 19,662 
LOUISIANA.........008 New Orleans, Square and Compass...... ° 
TRATED ...cccccccccccvces Portland, Masonic Journal ................. 
Portland, Magonic Token.... . 
MASSACHUSETTS....Marlboro, Mizpah .............. ibdabbveerteiderewneient 
MICHIGAN ...........- Ann Arbor, American TyleP......0cccccccccccccscccces 
MISSOURL ........-++++ St. Louis, Missouri Freemason............ ee 
St. Louis, Masonic Constellation.............. geeseces Monthly “zk. 
NEBRASEA............ I: ST RE OE *UKL. 
NEW JERSEY......... Somerville, Royal Craftsman...............s.cseeeee0e LKL- 
NEW YORK............ New York—Manhattan and Bronz, 
Der Fuehrer........ $bdereesnscee 
Masonic Standard 


Sb vbcenccnesecessed Columbus, Masonic Chronicle. eee 

PENNSYLVANIA......Philadelphia, Keystone.................. 

TENNESSEE........... Lebanon, Masonic Herald............. 

ED Secnenesecsdesese Fort Worth, American Signet...... . 
San Antonio, Texas Freemason..............2....000+ 

WASHINGTON ........ I cicosenctcccscctccestcctesscocces 





Tacoma, Masonic Review. ............cccescscsececeees 
WEST VIRGINIA......Elkins, Mystic Tie.......... coccece 
WISCONSIN .- Milwaukee, Masonic Tidings... piebettintiedcactbcereciuls 
ONTARIO, CAN....... Toronto, Masonic Sun 


Toronto, Canadian Craftsm 





I hasibedbessccsesedes sicscdovsocensdd 

IMPROVED ORDER OF RED MEN. 
CALIFORNIA.......... San Frameiecd, Tnsignia........cccccccccccsscoccccccces “"KL.’ 
DIST. OF COLUMBIA. Washington, National Elks Horn Hq 
ILLINOIS...........++ --Bloomington, Illinois Red Man..... 

.--Ellwood, Little Indian............ “EK.” 
.. Wichita, Western Scout............ “TKL. 
Louisville, American Red Men........................ “EKL." 
WARES, POTNBRGG 06 kc ince cesscescccesioccccccces “TKL." 





MASSACHUSETTS. ...Danvers, Red Men’s Official Journal........ ........ -Monthly 2,750 








‘SS 


~~ — oe ee 
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IMPROVED ORDER OF RED MEN—Continued, 


OHIO..... evescovescooed CRavetens, Bates TIM 55... ccvvcssvcessessscevesss Monthly 
OREGON..............--Astoria, Oregon Chieftain................ . ...Monthly 
..Monthly 





Portland, Northwest Calumet....., 
WASHINGTON. ......000-TAOOMM, BAGAMDTO.... -cccccccccsccccccocccccccccescces Monthly 
KNIGHTS AND LADIES OF THE MACCABEE,. 
MICHIGAN..,..,..+0.+0- Battlecreek, Lady Maccabee.................-cseeeees Monthly 
Port Huron, Bee Hive.......... — .. Monthly 
















Port Huron, Ladies’ Review..... .-Monthly 
Port Huron, Michigan Maccabee. .-Monthly 
WW TWO inccccecccccetONTs NOW TONE TROND vcccccecescesccccenscevscese Monthly. 
KNIGHTS OF HONOR. 
TROTANAeoce cccccceses DG Te 0 osc ncccdacccsescocccecccesosed Monthly 
MASSACHUSETTS....Boston, Knights of Honor Reporter.. .. Monthly 
MISSISSIPPI ........+. A: Ss sctncsnedneneesidccondostsosesenvess Semi-m'ly 
BEW YORE....cccccece New York—Manhattan and Bronz, 
Harlem Record and Knights of Honor Gazette..Weekly 
GEIIO., ...ccccccvcevccecced I, id connecccenscdccosccetesessces Weekly 
TEEAB ..ccccccccceccece Austin, Knights of Honor Messenger...............++ Monthly 
KNIGHTS OF PYTHIAS. 
ARKANSAS. .....c00000 Little Rock, Pythian Herald-Gazette................. Monthly 
CALIFORNIA.......... Oakland, California Knight...... desueee .. Monthly 
COLORADO.........++. Denver, Pythian Triangle................... ..Monthly 
DIST. OF COLUMBIA..Washington, Pythian World................. ..-Monthly 
ives. essscccons Tampa, Southern Pythian .................. ..Monthly 
Is scveveseccans Atlanta, Pythian Lodge Secret............. Monthly 
TEEAMOEB.....cccccccescsd Chicago, Pythian Record................... ..Monthly 
Chicago, Pythian Tribune................... ..Monthly 
miieseeseciae Indianapolis, Pythian Journal................ ...-Monthly 
bioeeeent Fort Madison, Knight’s Sword and Helmet.. Monthly 
























occcccccccccccesMmimnmeapolis, Sprig Of Myrtle. ...........cecseceveceess Monthly 
hedabonssheredpcagecsosesteseed Monthly 
..Monthly 
woe coseed Monthly 
poeseceesosccs: Monthly 
coccocces Monthly 
pesionsésned Rochester, Pythian Knight Monthly 
NORTH CAROLINA...Charlotte, Carolina Pythian............ Monthly 
DUNO. coca ds covede .+»---Cincinnati, Pythian News...... «++. Weekly 
Cincinnati, Pythian Monitor .-Monthly. 
Columbus, Knight...... Monthly 
OREGON................Portland, Senator.......... Monthly 
SOUTH CAROLINA ...Sumter, Palmetto Pythian.............. Monthly 
SOUTH DAKOTA...... Madison, South Dakota Knight . Monthly 
TENNESSEE .... ......Nashville, Sloan’s Knights of Pythias Weekly...... 
TEE. i ccc cccce Waco, Texas Pythian Knight..........cccccccccccccess Monthly 
ere Salt Lake City, Western Knight.....................0- Monthly 
WEST VIRGINIA. PRCRmOR, PAIN BGR so csecccccsevccccccsccccsces Monthly 
Wheeling, True Pythian. 
WISCONSIN.......00+ Milwaukee, Pythian Age 
ODD-FELLOWS. 
Montgomery, Alabama Odd-Fellow.................. Monthly 
.. Little Rock, Beacon Light Monthly 
San Francisco, New A@e..............s00+ pouieonsessend Monthly 


Denver, Colorado Odd-Fellow. 







Springfield, Odd- Fellows’ BERTIE... cccceccecccese 
Indianapolis, Odd-Fellows’ Talisman. . 








--Maxwell, lowa Odd-Fellow........ eccees Presceweccesed Semi-m’ly 

are Western Odd-Fellow. ............0...ceeseees Semi-m’ly 
«+-+++eeHoulton, Eastern Odd-Fellow...... -Monthly 
MASSACHUSETTS... ..Boston, New England Odd-Fellow. Monthly 


MICHIGAN 
MINNESOTA 


Williamston, Odd-Fellow......... 
Minneapolis, National Rebekah. . 
St. Paul, Odd-Fellow Review..... 


-Semi-m'ly 
-Monthly 
-Monthly 





Semi-m’ly ° 
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68,790 
291,433 
112,582 


“IKL" 


“ami.” 
eagy.* 
“URL.” 


“unL.? 
“JKL." 
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"KL." 
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un.’ 

6,671 
“gKL.’ 
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NEBRASKA............ Omaha, Fraternal Review........... ...-Monthly H 
NEW HAMPSBHIRE....Concord, Popular Odd-Fellow ..Monthly I 
NEW YORK............ Buffalo, National Odd-Fellow. ..............ssceeeeeees Weekly H 
New York—Manhattan and Bronz, 
Der Fuehrer I 
Watertown, Lodge Record... as I 
DERE. 6000 coccccccccoces Columbus, Bundle of Sticks .......... Socosteteaatedase Monthly I 
ns co shcssecsuscssosetacesed Monthly F 
OKLAHOMA............G@uthrie, Oklahoma & Indian Territory Odd.Fellow..Monthly I 
Ponca, Oklahoma Odd-Fellow.................s.ee000+ Monthly iKL.” 
SE crctseccaeseed Portland, Pacific Odd-Fellow. ................seeeseees Monthly. 
PENNSYLVANIA...... Philadelphia, Odd-Fellows’ Journal........... ... Weekly wKL 
Philadelphia, Odd-Fellows’ Siftings... Monthly I 
‘SOUTH CAROLINA...Greenville, Carolina Odd-Fellow.... Semi-m'ly “sit.” 
SOUTH DAKOTA...... Sioux Falls, Odd-Fellow World ................. ..-Monthly 2,000 
TENNESSEE.......... Erin, Tennessee Odd-Fellow..................++ .-Monthly “sxw.’ 
Memphis, Odd-Fellow............. Semi-m'ly “ii.” 
TEXAS .......cccccecees Waxahachie, Texas Odd-Fellow... .-Monthly 4,458 
ctietdveenicenesd Salt Lake City, Utah Odd-Fellow............. .-Monthly “1.” 
| ee Richmond, Virginia Odd-Fellow..................s.6 Monthly 1,575 
WASHINGTON ........ Seattle, Washington Odd-Fellow...................... Monthly 3,987 
WEST VIRGINIA..... Grantsville, Mountain State Odd-Fellow -.-Monthly “ax.” 
WISCOMBIN:, ...ccccece Milwaukee, Odd-Fellows’ Friend...................... Monthly “ix.” 
ONTARIO, CAN........ Toronto, Independent Odd-Fellow........ ......s0+++ Monthly I 
QUEBEC, CAN......... Montreal, Odd-Fellows’ Gazette........ Peccevcsvobecse Monthly “iki.” 
PATRONS OF HUSBANDRY. 
KANSAS Weekly  “zxu.’ 
GEEED 2. ccccccece ecccceee Swanton, Patrons’ Leader Monthly 2,406 
ONTARIO, CAN Monthly I 
ROYAL ARCANUM (ORDER OF THE). 
.- Oakpark, Illinois Royal Arcanum Kecord.... ...Monthly Ez 
-Babylon, Arcanum Home Journal............. ...Monthly G 
pccccccccccccscocced Cincinnati, Home Courler..............0.0+0++ .-Monthly A 
----Parkesburg, Royal Arcanum Messenger............ Monthly ‘“i..” 
WOODMEN. 
CALIFORNIA..........Los Angeles, Southern California Chopper...... +-.-Monthly “iL.” 
San Francisco, Pacific Woodman............. ecoeeees- Monthly = “‘uKL." 
COLORADO............Denver, Western Woodman................+.000+ «Weekly “‘iKL.” 
ILLINOIS.........+0000 Decatur, Modern Woodman... --- Weekly I 
GE Se asic sc cscs cagscccesosssececedvncs Semi-monthly. 
KANSAS..... ererreres Fort Scott, Kansas and Missouri Chopper............ Monthly 961 
MINNESOTA... ...St. Paul, Minnesota and Western States Woodman Monthly I 
NEBRASKA............ Lincoln, Modern Woodmen...............0.seeeeeeeees Monthly 749,326 
See PH ssc sccccccccccecccccocesdécoce Weekly H 
Omaha, Sovereign Visitor. -»-Monthly 195,000 
OREGON.........s000008 Dallas, Oregon Woodman. .. Monthly H 
PENNSYLVANIA......Harrisburg, American Woodman........... .. Monthly 1,735 
RHODE ISLAND...... Providence, New England Woodman....... .-Monthly “1x1.” 
BEEAL....cccosccosccecce Dallas, Woodman Journal............+++.s++00s -.-Monthly “ik.” 
Fort Worth, Texas Woodman.. ..Monthly “1KL.” 
WASHINGTON ........ Seattle, Forest Echoes........... .-Monthly I 
WISCONSIN.......c000 Green Bay, Badger Woodman...............+++ eovced Semi-m'ly “1x1.” 
MISCELLANEOUS SOCIETIES. 
CALIFORNIA.......... Oakland, Institute Journal, Young Mens’ Institute..Monthly H 
San Fr fl Coast 8 ’s Journal, Internat’! 
Seamen’s Union of America...... Weekly 4,617 
San Francisco, Deutsche Vereins-Zeitung, German 
SE vcvcceccsoccescnheredscdces Weekly “i.” 
San Francis °o, Railway Employees’ Journal........Weekly E 
San Francisco, Druids’ Magazine, Ancient Order 
TP catavetscconssessecedsineen Monthly “iK.’ 
COLORADO........... -Denver, National Standard, Sons of Veterans........Weekly ‘ix.’ 
Denver, Ordensblatt und Vereins Zeitung, German 
order of Harugari............ seveccesseccesWOOKly “ZKL-” 
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CONNECTICUT.....:. 


DIST. OF COLUMBIA. 


Naval Engineers 
FLORIDA.. .. Jacksonville, Fraternal Ledger 
Jacksonville, Florida Fraternal Record... mF 
GEORGIA ......--s0008 Atlanta, Southern Woman, Women’s Clubs ....-Monthly 
Dalton, Herald, Farmers’ Alliance........... .... Weekly 
IR: cnoceseceions Aurora, Yeoman, Yeomen of America.... ....Monthly 
Belleville, Illinois Royal Arch......... ...... sss... Monthly. 
Bloomington, Tailor, Tailors’ Union of America....Monthly. 
SE, Fi sd cnscccvensesosipeescecececesss. oncee Semi w’ly 
Chicago, Journal of the Am. Medical Association..Weekly 
Chicago, Ordensblatt, etc., Order of Harugari...... Weekly 
Chicago, Telegraf, Roman Catholic Union........... Weekly 
Cy Fe ins cccccocnscéacescncsess.cese Weekly 
Chicago, Zgoda, Polish National Alliance, U.8.N. A.Weekly 
Chicago, International Wood-Worker................ Monthly 
Chicago, Official Jour., Order of Mutual Protection.Montbly 
Chicago, Postal Clerk, United Nat'l Association of 
EE I GIs os ccsccncccsecesoucseces Monthly 
Chicago, Railway Surgeon, National Association of 
Te Monthly 
Chicago, Journal of the Western Society of Engi- 
WEST. cocovecovcceseveccoccccescsesovcsceces Bi-monthly 
Chicago, Transactions of the Illinois Society for 
ce caususetebessoneesdcessercss Quarterly 
Chillicothe, Mystic Worker, Fraternal.,............... Monthly. 
Danville, Hoisting Engineer, National Brotherhood 
of Coal Hoisting Engineers.............. Monthly 
Decatur, Signet, Order of Eastern Star...... .-Monthly 
Dwight, Banner, Sons of Veterans......... Monthly 
Elgin, Silver Leaf............. piaduentnenetes .. Weekly 
Freeport, Knights of the Globe..............0.. cscs0e Monthly 
Litchfield, Mutual Protective League Monthly 
SR ie dictcivccbscestncecccecesess .-Monthly 
Morrison, Rathb M Siaihseseesnes ooneeceden Monthly 
Ss CII Shireen ccscetcpstctsscvcncessescooccsenses Weekly 
Quincy, Club Life, Women's Clubs............... ...Monthly 
Quincy, Our Order, Mutual Aid Association.........Monthly 
Sparta, Brotherhood of American Workmen....... Monthly 
Springfield, Court of Honor, Supreme Court of 
i ce cedvccediodccceccccssensvccees Monthly 
Springfield, Royal Circle, Royal Circle.............. Monthly 
Taylorville, Fraternal Army Banner.................. Monthly 
BOTAN Ace ccccccccceces Columbia City, Rathbone Sister Tidings............. Monthly 





Denver, Fraternal Union..............0.0+-csseeeeeees Monthly. 
Denver, Modernograph, United Moderus............ Monthly. 
Denver, Retail Clerks’ National Advocate, Retail 
Clerks’ National Protective Association.Monthly 

.New Haven, Der Harmanns Sobn...............---+++ 
New Haven, Fiery Cross, Order of Scottish Clans... 
New Haven, Hibernian Record, A. O. H.............. 
Washington, Fraternal Record................+0.++-+ 
Washington, National Tribune, Patriotic Societies..Weekly 
Washington, American Monthly, D. A. R........... e 
Washington, Machinists’ Monthly Journal.......... 
Washington, National Geographic Magazine, Na- 

tional Geographic Society........... Monthly 
Washington, National Hibernian..... ............. Monthly 
Washington, Plant World, Wild Flower Preserva- 

tion Society of America.............. Monthly 
Washington, Postal Record, National Association 

Se bc vccdicosesscesccces Monthly 
Washington, Records of the Past. 
Washington, Spanish War Journal................... Monthly 
Washington, Stonecutters’ Journal, Journeymen 

Stonecutters’ Society of N. A........ Monthly 
Washington, Publications of the Southern History 

BRBOTINIIIB os oc cvcecccecoesccccce -ccced Bi m'ly 
Washington, Journal of the American Society of 
























Crawfordsville, Chariot, Tribe of Ben Hur........... Monthly 
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TREAT hccccevevesevase Indianapolis, Knights of Fidelity News.............. Weekly 
Indianapolis, United Mine Workers’ Journal,United 
Mine Workers of America............ Weekly 
Indianapolis, King’s Herald...... Sbde ccecscenssooccces Monthly 
Indianapolis, Locomotive Firemen’s Magazine......Monthly 
Logansport, Plowman, Order of Amer. Plowmen...Monthly 
Union City, Guest, Rathbone Sisters................-. Monthly 
BOW A. cccccee escegeeawed Albia, Pilgrim’s Progress, Fraternal Pilgrims of 
RII a entc scnwrstievccsnccedsnnvecssvecees Monthly 
Cedar Rapids, Modern Brotherhood, Order of Mod- 
ern Brotherhood of America...... Monthly 
Cedar Rapids, Railway Conductor, Order of Rail- 
way Conductors......... er Monthly 
Davenport, Criteriom...ccccccccccececcccceccccccs --Bi-m’thly 
Des Moines, Churchwoman’s Magazine............... Monthly 
Des Moines, Yeoman’s Shield, American Yeomen..Monthly 
Merrill, Independent Securities 
Osceola, P. E, O. Record 
KANSAS. ..........00505- Beloit, Royal Neighbor. . ocee 
BNL, Ti ccusnmennccesesscesecescssaterercecoeess 
Lawrence, Fraternal Ald, Fraternal Aid Asa’n....... Monthly 
Minneapolis, Sons and Daughters of Justice........ Monthly 
a a sninnascassrssdcenevenctscccesece Monthly 
Topeka, Current Comment, Women’s Clubs......... Semi-m'ly “ 
Topeka, Helping Hand, National Ald Association...Monthly 
Topeka, Knights and Ladies of Security.............. Monthly 
LOUISIANA.,.......+. +» RO CPRRRE, TI Bite ocik cerebccsescccescélecccecess Weekly 
MARYLAND.........«: Baltimore, I. O. H. Advocate, Improv ed Order 
ORB RB 00000 ccccccccesccccccccoves Monthly 
MASSACHUSETTS....Boston, Hibernian, Irish Nationalist.......,......... Semi-m’ly 
Boston, Advocate of Peace, American Peace Soc'y..Monthly 
Boston, American Benefit Journal..............+++++ 
Boston, Club Woman, Women’s Clubs 
DOSES, CNRS ccc ceed cccccectonccvcccsccsecscoccese 
Boston, Defender 
Boston, Golden Cross Journal, United Order of the 
IN incciccdubasamecmimabepnsneced Monthly 
Boston, Lend a Hand Record, Lend a Hand Society.Monthly 
Boston, N. E.0. P. Journal, New England Order of 
PT nduntaddningndtevabentabeseneeved Monthly 
Boston, Our Dumb Animals, 8. P. C. A...........0000- Monthly. 
Boston, Our Home, Frateraal. ......sccccccsccccccceses Monthly 
Boston, Pilgrim, Order of Pilgrim Fathers............Monthly 
MICHIGAN......0..000 RSE, GPE ss oss cctcnccsvccccecesgesescescesves Monthly 
Battlecreek, Interchange, Women's Clubs........... Monthly 
Detroit, Fraternal Index, Order of the Star of 
DOING 0 ci ccccccccscccscccccvcccccoescocs Monthly 
Detroit, Stove Mounters’ Journal.............s0seeese+ Monthly 
DUE, Ci Fev cccncc tics cvscvedscocvccccccceseces Monthly 
Grand Rapids, Fraternity, Fraternal................. Monthly. 
MINNESOTA......... Stillwater, Der Hermanns Sohn Im Westen...... .-.Semi-m'ly 
Winona, Druid, United Ancient Order of Druids....Monthly 
a Hamilton, Fraternal Home................eeeeseeeeees Monthly 
Kansas City, Railway Carmen’s Journal, Brother- 
hood Railway Carmen of America,.Monthly 
Kansas City, Ritual, Secret Societies................. Monthly 
Saint Louis, Truthteller, Missouri Mercantile Ass’n..Weekly 
St. Louis, Advance AdvVOCAtE. .........0esceceeeeeceees Monthly 
Saint Louis, Fraternal Voice.............sseececeseees Monthly 
Saint Louis, T. P. A. News Letter, Travelers’ Pro- 
tective Association of America...... Monthly 
Sedalia, Royal Tribe of Joseph Herald, Fraternal...Monthly 
Springfield, Giant Oaks.......... 
NEBRASKA...... shoone Hastings, Loyal Mystic Legion.................06. «++ 




















Lincoln, Royal Neighbor, Royal Neighbors of Amer. Monthly 
Omaha, Fraternal Union Advocate, Fraternal Union 

of America........ Pocacopecpecesnsesesssioocee Weekly 
Omaha, Bankers’ Union Herald.............+.+++++00+ Monthly 
Omaha, Tidings, Fraternal,..........++.+++++ ceeseeces Monthly 


8,416 
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MISCELLANEOUS SOCIETIES—Continued. 
RSEY.........-Atlantic City, Brotherhood, Brotherhood of the 


Newark, Fraternal Guide, Knights and Ladies of 

the Golden Star............cccccscccceeeees Monthly 
Orange, Justice, Liquor Dealers’ Protective League 

GE BOW GOT viekc vedsciccccccs 
Phillipsburg, New Jersey Patriot. 
Phillipsburg, New Jersey Crusader, Knights of the 


i ncctintcnisiacésceonnces Monthly 
NEW YORK............ Buffalo, Journalof the Switchmen’s Unionof North 
AMOTIBRe 00s ccc ccccsscccccssvcccsccccccccosces Monthly 
Da, RSG TON io os cdicccbeccsdidcduwccgececes Monthly 
Buffalo, Select Knight Journal, Order of Select 
BI ovovisocsnssscccccovstsececstcscsccces Monthly 


Irvington, Bulletin of Society of American Authors.Monthly 
New York— Manhattan and Bronz, 
American Economist, American Protective 
Tariff League. 





DBs csccccccses coccsccocvccsscesvevsscesococcces 
Charities, Charity Organization Society......... Weekly 
Advocate and Guardian..............cccceeceeeeeee Semi-m'ly 


Vereingte Staaten Orden und Vereins Revue... .Semi-m'ly 
Bulletin of the American Mathematical Society .Monthly 
Good Government, Civil Service Reform League. Monthly 
Good Roads Magazine, L. A. W Monthly 
International Steam Engineer Monthly. 
P Journal of the American Foundrymen's Ass’n..Monthly. 








Lodge, Club and Association Record............. Monthly 
Our Animal Friends, American Society for the 

Prevention of Cruelty to Animals.............. Monthly 
Sailors’ M ine and 8 ‘s Friend, Ameri- 

can Seamen’s Friend Society................++++ Monthly 
Silver Cross, King’s Daughters.................++- Monthly 
Transactions of the American Institute of Elec- 

trical Engineers..............c.cscccccccescscceeees Monthly 


Woman’s Work for Woman, Woman's For’n Mis- 
sionary Societies of the Presbyterian Church..Monthly 
World-Wide Missions, Board of Missions of the 





Methodist-Episcopal Church............... ...Monthly 
TR iss dasccctst cecccdcsccccccecccsces Monthly 
New York—Brooklyn, 
Brooklyner Orden Revue, Fraternal.............. Monthly 
Malta World, Knights of Malta.................... Monthly 
Record of the C. B. L., Catholic Benevolent 
Be vovscvcccccccveccosessensesoccesvensstouceos Monthly 
Rochester, Electrical Worker, Brotherhood of Elec- 
Se aicacsuncenss<edsumvesvound Monthly 
Rochester, Fraternal Monitor.............seseseeesees Monthly 
soceeseosevenss Aberem, GROVE. ccccccsscccsccccccesocsgessccccc cece cee 
Akron, Independent Order of the Red Cross of Ohio 
DOB occa de dececessenetsnventviciadecesces Monthly 
Akron, Pathfinder, Fraternal Benefit................. Monthly 
Cincinnati, American Protestant, American Pro- 
testant Association..................++ Monthly 
Cincinnati, C. K. of A. Jourmal.............0eeeeseeees 





Cleveland, Street Railway News 
Cleveland, Brotherhood of Locomotive Engineers’ 


SOI nncsicceisdesedissstceseses ‘coved Monthly 
Cleveland, Railroad Trainmen’s Journal............ Monthly 
Columbus, American Insurance Journail..... vhonetiie Monthly 
Columbus, Sample Case, Order of United Commer- 
cial Travelers of America................ Monthly 
Toledo, Fraternal Home Mirror, 





Toledo, National Union............... . 
Van Wert, Home Guard Monitor.....,...............- Monthly 
000804. cosceceee Portiand, Lion’s Mouth, Independent Order of 
SROGDS occ cicececeteckseuesiceses ..- Monthly 






Portland, Washington Advocate...,....+++++++++++++-Monthly 
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MISCELLANEOUS SOCIETIES—Continued, 








PENNSYLVANIA..,...Easton, Journal of the American Chemical Society.Monthly I 
Greensburg, Americus Patriot, Order of Americus. .Monthly H 
Lancaster, Transactions of the American Mathe- 
GSR BPNcc sc coccccccccscccccccceved Quarterly “x.” 
Lebanon, Brotherhood Star,Brotherhood of Andrew 
WG PAID e ccc cscccccecssccccccccecoecccces Monthly D 
Philadelphia, Vereins-Reporter.................sss00+ Weekly "UKL.” 
Philadelphia, St. George Journal, Order of Sons of 
ints cess cece stvcssccovscecss Bi-weekly H 
Philadelphia, Camp News, Patriotic Order Sons of 
H RROD Bree cc cccccovcccccoccsccsoosccce Monthly H 
: Philadelphia, ae Advocate, Grand Fraternity...Monthly “zx.” 
Philadelphi dent Mechanic ................ Monthly “um.” 
Philadelphia, bar of the Golden Eagle.. . Monthly G 
Philadelphia, ltecorder, Fraternal Mystic Circle. ...Monthly E 
Philadelphia, Shield of Honor Advocate, Order of 
PS Bs cventvcccetecoccscced Monthly 3,845 
Philadelphia, Forest Leaves, Peanayivanis For- 
estry Association............e00.0+++ Bi-m'ly 2,925 
Philadelphia, Iron Hall Record..............sesse+s -Quarterly “zx1.’ 


Pittsburg, Amalgamated Journal, Amalgamated 

Association of Iron, Steel and Tin 

Workers of America Weekly “aKL.’ 
Dees, Ge. as Bh Be, Fe iecnccccsies cctecececcess Monthly G 
Pittsburg, St. Andrew’s Cross, B’th'd of St. Andrew..Monthly 8,477 



























Reading, Die Deutsche Eiche, Order of Harugari....Weekly “UKL.” 
RHODE ISLAND...... Providence, R. I. Picket, Sons of Veterans Monthly “zx. 
SOUTH DAKOTA...... i ncesinwterasscnssetqsnenesters ..-Monthly “gi. 
TENNESSEE........... Nashville, Confederate Veteran. . Monthly D 
Nashville, Fraternities Review Monthly “ux.” 
EN: I wie decenccccvsccspesetscocccsesced Monthly “iu.” 
eee Houston, Sporting Mirror, Order of Eagles.. ... Weekly. 
Oakiand, Helping Hand. ...,.........0csscscsscseecses Monthly “i.” 
Temple, Press and Club Bulletin.... Monthly “a” 
VIRGINIA...... .......Norfolk, Lodge Journal and Guide .. Weekly “sKL.” 
WASHINGTON . Seattle, Fraternal Eagle, Order of Eagles Weekly H 
WISCONSIN.... .......Milwaukee, Der Germania Reporter..... Ridoceocsencs Weekly H 
Neenah, Friend and Guide...................essseeeeee Monthly “1K. 
ONTARIO, CAN........G@uelph, Rainbow, Canadian Order of Chosen 
ctiihideitteoseibtintipenendecdal Monthly KL. 
QUEBEC, CAN.........8t. Hyacinthe, L’Echo, Society of de L’Union 8t. 
JOSEP... .0cerececcsecseceseesoceees Monthly ‘x1. 
ANARCHISM, COMMUNISM, SOCIALISM AND SINGLE TAX. 
CALIFORNIA.......... Jackson, Amadar Co. Miners’ Union.................+ Weekly. 
Los Angeles, Public Ownership Revie = Monthly 
Santa Barbara, Record = —E_)....... ee ees . Daily “IKL." 
Santa Barbara, People’s Paper} .+.......- -...- Weekly “URL.” 
COLORADO..........+. Denver, Alliance of the Rockies.............. .. Weekly @ 
Pueblo, Glas Svobode.............. Weekly 
Rant an nn. dunhsecuneeeedanestaduns .-Daily KL." 
ILLINOIS ..........000 Chicago, Arbeiter Zeitung esédetes x! I 
Chicxgo, Die Fackel seesseduveweanene . Sundays H 
Chicago, Vorbote sonstensevtotante -.. Weekly “KL.” 
Chicago, Free Society........ inet . Sundays 2,250 
i  assnscpcdscccecctsscocccoece .. Weekly “7KL." 
Chicago, Socialist...... .. Weekly F 
Chicago, Spravedinost ence --Weekly ‘ik.’ 
Chicago, International Socialist Review. Re ..-Monthly G 
ee ee I ink cnccscticcccceccccvssocce co Weekly “EKL." 
Dubuque, Iowa Socialist. ............cceccccccsseseeses 
Eddyville, ere 
EABGBAG... co ccoccccseved Girard, Appeal to Reason... éeeces oe 195,309 
Independence, Star and Kansan...............+e.++0+ Weekly "KL" 
Tong Talend, TARG6R i... ccsssccvcccccccccccccccccccccs Weekly ‘UK).” 
Morland, Independent............ ...-Weekly “aL” 
MINNESOTA.........+- Faribault, Referendum........... ---Weekly ‘“ZKL-” 
MISSOURI,.,...,,,----«-Kansas City, Multitude........ --Monthly ‘am.-”" 
Richhill, Coming Nation 


.. Weekly G 
St, Louis, Arbeiter Zeitung..,,..,:-eereeeereeeeeeeess Weekly “EEE” 
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MISSOURI .......++++++ St. Louis, Altruist...........ccecccscccccrevccveccceves -Monthly F 
St. Louis, Review of Reforms.. .-.-Monthly “1KL-" 
NEW JERSEY......... Paterson, La Question Sociale.. Weekly 
Paterson, People.............+++« ... Weekly “IKL."" 
Paterson, Germinal........ .....se-ccesessenceseeceees Semi-m'ly. 
NEW YORK...... .....New York—Manhattan and Bronz. 
31,709 
H 
F 
H 
E. 






American Fabian.. .-Monthly. 


Commonwealth --Monthly “sx.” 
Comrade.......... ---Monthly “sm” 

Dbo BRM... cccccccccesccce ...-Monthly 11,083: 
National Single Taxer ..-Monthly I 


.. Weekly 








OHIO. ....cc-.ccceee oraced Cleveland, Sozialistische Arbeiter Zeitung........ LKL. 
OKLAHOMA..........+ AatneP, AMTUIEG 0000 ccccccccccvcce scocscccceseces ... Weekly KL. 
PENNSYLVANIA... -Fitteburg, Ateltis. ....crccccccccccccccccccsccccecccesces Weekly “URL.” 
..-Mt. Juliet, Winn’s Firebrand... ..........ssceeeeeeees Monthly “skL.’ 
. Salt Lake City, Utah Socialist. .. Weekly. 
WASHINGTON........ RR, Fc 0 ccc cvccccevcccccthcccossccvszseses Weekly “TEL. 
Benttle, Soclalias.......-scccccccsccccccccccscccccccscces Sundays I 
Spokane, New lime . Weekly. 
ONTARIO, CAN........ Toronto, Wilshire’s Magazine........ wrevecds eéeesens Monthly 46,000 


At the right of the name of each paper is set down the circulation rating 
accorded by the Directory. Where the rating is expressed in Arabic figures 
it is based upon a statement signed by the publisher or some one duly author- 
ized to represent him. Where expressed by letter it indicates that no satis- 
factory statement of the actual issues was obtained by the Directory editor . 
upon which a rating in plain figures could be based. The circulation figures 
and ratings do not represent the actual issue of the paper to-day, or this 
month, but the average for a full year that had wholly passed before the 
Directory went to press. The meanings of the letter ratings are explained 
below. 

Exceeding seventy-five thousand, - - - = - 
Exceeding forty thousand, - - : ° ‘ 
Exceeding twenty thousand, - - 
Exceeding seventeen thousand five hundred, 
Exceeding twelve thousand five hundred, 
Exceeding seven thousand five hundred, 
Exceeding four thousand, . 
Exceeding twenty-two hundred and fy, 
Exceeding one thousand, - © 
Less than one thousand, . s,m» 


mS 


- 
‘a 
= 





“ENTHUSIASM IS THE LEAPING an incandescent species of enthusiasm. 

LIGHTNING.” The kind that sheds a brilliant radi- 
ance steadily, penetrating the remotest 
recesses of his cranium, and blazing 
a pathway through a forest of obstacles. 
—American Advertiser. 


To-day enthusiasm is everywhere. 
The man who lacks this emotional char- 
acteristic plods laboriously. A young 
man starts out in life as an advertise- 
ment writer. He burns with ambi- i meg 
tion. He is fired by enthusiasm. Some- Classified Advertisements. 
times he is fired by his — we But eubniiapiety 
it doesn’t matter. His enthusiasm will Advertisements under this head two lines or more 
op him pushing on—his experience out display, 10 cents a line. Must be 
will make him more valuable every nded in one week in advance. 
day. Other and better positions await WANTS. 
him, assuming that the young man has —— 
some qualifications for the work. If he ps =, want a representative in this terri- 
is not fitted for it enthusiasm will Box 144, Cleveland, Ohio. 
hardly do the work, yet it will teach one then aansn cone of the morning edi- 
him more than he ever knew before. JVI tion of the World are sold in Greater New 
. will spur him on. — are various York every day. Beats any two other papers. 
egrees of enthusiasm. Sore kinds of ared a 
enthusiasm are like the old-fashioned Propening. Forcible writer ot wiveexpe-lence 
Siew 5 gd our oe Neg burn G.A.WOODWARD, 9 \6th St., Buffalo, N. Y. 
or a while, sputter an icker pain- 
fully and then suddenly die out. The aeasarertsing Tae tes or 
wise young man of to-day will cultivate Address THE GOLFER, 160 Fifth Ave., New York. 
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UN, JOURNAL and POST wanted back to Dec., 
1901. Address 2 West 14th St., Room 30, N.Y: 


DVERTISING SOLICITORS wanted. Active, 

bright, business getters. Good commission. 

Old_ reliable 4 hitch.” Address RETAIL 
DRUGGIST, Detroit, Mich 


GENTS wanted to sell nail files and tooth- 
picks in leather cases as advertising novel- 

ties on 25 per cent commission ; samples of each 
10 cents. J.C. KENYON, 5 Lake St., Owego, N.Y. 


ANAGERSHIP or other position wanted ;by 
thoroughly competent man; age 37; good 
adwriter; 10 Years assistant man er of leading 
 }. A Great Hustler. rinters’ Ink, 


mail order expe- 

and general lines— 

wanted by advertising agency. State expe- 

rs and salary expected to start. Address 
K.,” care Printers’ Ink. 


‘A DUELEISING SOLICITORS wanted for pro- 
ramme work Boston Theatres. Yearly 
situations for hustlers experienced 


\ DWRITER—one | with | 
“ rience in_ medical 


ust 


and highly recommended. Addvess, stating 
reterences, salary expected and experience. 
“G,” Box 2%, Melrose, Mass. 


UBLISHERS OF HIGH-GRADE MAGAZINES 
OR FIRST-CLASS TRADE JOURN 
want a position with you as business Saaaere - 
advertising manager. Salary $3,000 or less, with 
vercentage of profits. Best references. Satis 
action guaran eed. Addiess G. P. TALBOTT, 
Jacksonville, Florida. 


S° PERINTENDENT WANTED—Reliable up-to- 
WW date man, of good address, to take com- 
plete charze of medium size book and job print- 
ng office. Must be practical, sober and thor- 

oughbiy understand estimating and buying. Kef- 

e; ences required. zane position for right party. 

Drawer M, Atlanta, Ga. 


WE have a corps of competent editors and 
writers. Why not order some newsy let- 
ters, special articles, editorials, eic.,from us! 
e can do much of your editing and special 
pee at sgpeenabte rates. We study each paper’s 
his is not a syndicate proposition. 

CROWN PUB. CO., San Francisco. 


i RIGHT solicitor wanted in every town to act 

as representative for large company and 
to introduce quickest and biggest money mak- 
ing scheme ever heard of. #100 weekly easy for 
ahustler. Send $1 for particulars and as guar- 
antee of good faith. Money back if not as rep- 
resented. Write to-day and be first in the field. 
“G.,” P. O. Box 25, Dept. 8, Melrose, Mass. 


DAILY newspaper needs genera] manager to 
control purchase suppli-s, salary list and 





finance. Must purchase interest 35 thousand. 
Salary five thousand. ‘‘ PARTNER,” care Print- 
ers’ Ink. 


A DIERTIBING 1 SOLICITOR WANTED.—A well 

known magazine desires a high-class ad- 

vertising man, one who hax had considerable 

experience and can command good _ business. 

Must furnish first class reference. Only such 
need apply. Large salary paid to right man. 

Ad aes 
PO. Box 1173, New York City 


DVERTISEMENT WRITERS, especially be- 
ginners, will have an exceptional opportu- 
nity to demonstrate their ebility an make 
money by writing to us. We will tell you how 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter than years of ordinary experience. 
te 


3 WELLS & CORBIN. 
Suite 608 B, evens Bidg., 
Ph iladel phia. 


A ARE you SATISFIED lary? If 
with your present posi ion or sa 
not, write 3 for plan and booklet. We have 
openings for managers. secretaries, advertisin 
men, newspaper m salesmen, etc. Technical, 
clerical -_ executive men of all kinds, High: 
grade exclusive 
HA PGOODS (INC.), 

Suite 509-309 Broadway, New York. 

Suite 815, Pennsylvania Bldg., Phila. 

Suite 529, Monadnock Bldg., Chicaco 

Suite 1326, Williamson Bldg. , Cleveland. 





PRINTERS’ INK. 


EDITORIAL WRITING. 


wit UL edit any paper anywhere for 
Write. DEAN-BOWMAN, Back 


la week, 
y, Bos 


—— — 
ILLUSTRATORS AND ILLUSTRATIONS, 


LLUSTRASING, designing, etc. o- ars 
k-plates, ‘and crests, THE LE 
SI'UDAO, 220 Broadway, New Yor! 
> 


MAILING MACHINES. 


PHE + anes MATCHL a a lightest ona 
quickest. Price $12. y val ENTIN 
Mfr., 178 Wermeas 8t., Beifalo’ WN 


oa 
DESIGNERS. 
ESIGNS and illustrations in colors and black 
aud white for all purposes. 7a5 KINSLEY 
STUDIO, 220 Broadway, New Yor 
- +r — 
ENGRAVING. 
J NGRAVING, (line, half-tone, steel, wood 
4 litho raphiing and artistic printing. THE 
KINSLEY STUDIV, 220 Broadway, New York. 
ENGROSSERS. 
| agp ame mere and illuminating of memorials, 
testimonials, certificates, ete 
KINSLEY STUDIO, 220 Broadway, - New York. 


+o -— 














CA RBON PAPER. 


JILL exchange a li limited amount of carbon 
paper and typewriter ribbons for adver- 
tising space. “ CARBON,” P. O. Box 672, N.Y. 


BOOKLETS, 


[*. Mg design, engrave ana print for 
oklets. One'talk- one order covers ail. 
THEKINSLEY STUDIO, ~uimanmatings New York, 
- or 
STOCK CUTS, 
H‘4vz a sheet showing sixty silhouette stock 


cuts, in three sizes, one, two and six inches 
—. Glad to send you one. STANDARD, 61 
Ann 8t., New York. 


CHECKING SYSTEMS. 


OR checking returns from advertising and 
figuring cost per reply, etc., our 8 — 

















a8 ar the best nd for circular. AD 
LRS’ SPECIALTY CO., 50 Best Ave., Chicago. 
SS ne 
CALENDARS, 


qos artistic line of advertising calendars 
4 ever offered. Whe tor price fist. 
_ CTT & UTBHIN 





45 dd, rh ice "York City. 
—_ ~7o 
HOTELS. 
Te LITTLE HOTEL WILMOT in Penn 
Square, Philadelphia, wants the discip.cs 


of PRINTERS’ LNK to see how they do things 
THE RYE SON W. JENNINGS Co. 


- 


LITHOGRAPHY AND TYPOGRAPHY. 


ERTIFICATES, Bonds, 
heads, en _ 
completed 
ALBERT B. 








Dipleioas, Letter- 
 dithographed and to be 
Ng Send for oe 

ING & & co. 105 William St., N. ¥ 





++ -—____ 
NEW BOOKS. 


OOSE-LEAF PRICE BOOK. 

Practical, comnact, serviceable. Ruled and 
Leaves easily removed or added. Sent 
KING & CO., 105 William St., N. Y 
ee 


COIN IN CARI RDS, 


indexed. 
on ap>?roval. 








arger lots at_ lower prices. 
BQ KG AC ME PCO ILER CO., Burlington, Ja. 


© PER 1,000. Less for more; an rinti 
$3 THE COIN WRAPPER CO., ; Detroit, Mich. 
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TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
H lation 17,000, 253 Broadway, New York. 


———_~+>-—_—_—_ 
ELECTROTYPING. 


FE make the electrotypes for PRINTERS’ INK. 
W We do the electrotyping for some of the 
advertisers in the country. Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
Rose St., New York. 
cone Saal 
SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Gerace 8t., New Yerk, sell more mag- 
——~4 cut inks than any other ink house in the 





“Special prices to cash buyers. 





ee 
NEWSPAPERS WANTED. 


N New York State, ate, quick. Both daily me 

weekly properties. | have buyers on deck for 
reliable propositions at equitable prices. All 
business done in confidence by C. F. DAVID, the 
original broker, Abington, Mass. 


—.- +o — 
ELECTROTYPE CABINETS. 


AS much as you want, as little as you need. 
The Leonard sectional electrotype cabi- 
net; each section will hold 700 electros; $5 a 
section of 10 drawers, base $1.50, top $1. i 4 
Leona system for buying advertisin 
LEONARD MFG. CO., 40 Market St., Gran 

ids, Mich, Circular free. 

oe 


PREMIUMS. 


p?2:. ayy who want a good premin.a free 
write L. B. BAKER, 17 Quincy St., Chicago. 


ELIABLE goods are “trade builders. Thou- 

\ sands of suggestive premiums suitable for 
publishers and others from the for —— makers 
and wholesale dealers in jevery and kindred 
lines. 500-page list “erga! llustrated catalogue, 
published annually, 3ist issue now ready; free. 
8. F. MYERS CO.., 46w, 48-50-52 Maiden Lane, N.Y. 


DECORA TED TI TIN Bo XES. 


as appearance of a packs a package ofttimes sells it. 
You cannot imagine how beautifully tin 
boxes can be decora and how cheap they are, 
until you get our samples and quotations. Last 
ear we made, among many other things, over 

n million Cascaret boxes and five million vas- 
eline boxes and caps. fend for ‘7 tin desk re- 
minder called mJ It Now.” =e s free; so are 


aed at RICA 4 NSropr Ete COM R COMPANY, 


Brookly New York. 
The largest ‘makes of Tin Boxes outside o the 
Trust. 7 


42> 





BOOKS. 


GOOD ads for a_ groce store $1.00 
100 BAIT PUB. CO., Toronto,Can. ¢ 


apTERS HELPS AND HINTS,  < Cireuler 
free. KING, Printer, rinter, beverly, M 


be Tart and Practice of eeaonnile first 


text book, fifty complete lessons. In 
wer cover pee pala, 7 7% oats, cloth $1. ree 
. WAGENSELLER, A. M., Author, Dept. 


Middleburg, Pa. 


66 M* ADVERTISING ~ PARTNER,” a book 
for merchants and advertisers who 
write their own ads. 140 pages of spicy head- 


lines, catch p selling arguments, etc. 
By mail,$1. H.C. Vy LAND, Pub. .Columbus,0. 
66 


ow ona wheze to Sell | Mannesrs its.” Just 
published. Full of practical sugges- 

tions for the fiction writer and general contrib- 
utor. Contains addresses of 1,000 pabtications 
that A — oo } Pastas d. paper covers, for 
and jenthore te, $1. NITED 

PRESS SYNDICATE. Indianapolis, Ind 


Sra F. FAIR MANUAL—A Practical book. 
about street fairs, carnivals, floats, 

booths. A hundred handsome illustrations from 

——4 photos and drawing igns by ex- 

perts. No book like it. Limited edition. 

sold. Order now. $1 paid, THE ME 

CHANTS’ RECORD CO.,326 Dearborn St \Chicago. 


57 


ADDRESSING MACHINES. 


Ame MACHINES—No type used » 
the Wallace stencil oqenemns s soe. 





card index system of addressing used by the 
largest publishers throughout the S ountey. Send 
for circulars. WALLACE & CO., 29 Murray 8t., 
New York, 
PRINTERS. 
OOKLETS by the million. Write for booklet. 
STEWART PRESS, Chicago. 


C4tsoares printed in large seaman, 
Write STEWART PRESS, Chicag 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut eatalogue. 


| ed Fa <7 net satisfied where you are, try us. 





kinds of book and now per 
printing’ promp ptly and satisfactorily. ION 
>RINTING CO.. 15 Vandewater S8t., New von. 

NEWSPAPER BARGAINS. 
WITH about $4,C00 cash, will 

86 300 half interest in a hustlin \nnoie 
town. Owner states over $12,000 business last 
year. Can be largely increased. Owner is post- 


master and desires a hustling, reliable man. 
oa ‘b vt ee business and a fine opening. 

350, on ve reasonable terms, will own 
sith a desirable property in Oregon. C. F. 


600, with about $2,600 cash, will buy a week- 
> wip proposition in Mass.. with an exceptional field 
vt coninees. Cc. F. DAVI 
will buy one-half interest in an Ohio d. 
and w. —eb - . a bustling business man. Good editor 
anted. Fine opening. C. F. DAVID. 

we. 500, with one-balf cash, will buy a very good 
proposition in a Fennsylvania town you 
want something good, catch on quick. 

$15,000 will buy what owner states as worth 

20,000; has money enough and wishes to retire. 
Reasonable terms. 

$26.5'0, on very reasonable terms, will bu 
afternoon daily doing “yy prosperous busi- 
ness. An interest might be sold to the right 
man. An exceptional case. Both of these propo- 
sitions in Indiana. 

Any good ne ie pee r proposition—“ Devid” 
knows about it, and special new propositions are 
finally listed weekly. 

3 DAVID, Original Broker in Newspaper- 
dom, Abington Mass. 


FOR SALE. 


Ss ye and eight-page Scott perfect- 
ing th full modern stereo outfit. 
Address BUNE, Oakland, Cal. 


Bass purchasin 
presses, moe cutters, 
ly send for nlist. RIC 
167L Oliver St., ~d, 


OT of gg Moctete Motors for 4 
1 


ng presses. Prices 

application. NATIONAL STAMPING AND ELEC. 

TRIC WOKKS, Chicago, Ill. 

42 = 60} POTTER TWO-REV.; will print 4 
* nee aT7ors&col. A first class 

press for book, job or newspaper work. RICH- 

RRD PRESTON, 1671 Oliver St. Bosto 


5.00 TAKES a job lot of good advertisin 
cuts. suitable for clothing, dry —- 4 
or pond store advertising ; a big lot_ worth 
sour Senge petse asked. L. E.. DOWDELL, Val- 
paraiso, In 


——— presses, job 
, material, kind- 
ARD PRESTON, 


OE DOUBLE CYLIN!: =. seats or withows 
folders etaaaibeds 5 Min aes 
= ++ ou Hy ek, hou Will 
rade in it payment. “RIC HARD PRESTON, 
ier Oliver § St., 


Fok SALE—An old- ae ving New York 
Democratic weekly in th — 
State village, doing good R.- m~j A ba 

to cash buyer. Owner retiring. Address “ aR 
GAIN,” care Printers’ Ink. 


N attractive, high-class illustrated weekly 

per, well established, can be bought for 

small amount down, balance in installments. 

The only specia! paper of its kind in the Rocky 

Mountain region. splendid proposition for ca- 

pe 4 agree If you mean_business address 
* A. B.C., 100,” care Printers’ Ink. 
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HALF-TONES. 


-_ FECT copper half-tone tones $1 
oe oy in. THE YOUNGSTOWN hike x 
GRavi G CO., Youngstown, Obio. 


EWSPAPER HALF-TONES. 
2x3, 7be.; 3x4, $1 ; 4x5, 
Delivered when cas 5 hocetipemtes the order. 
Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


—— +o 
ADVERTISING NOVELTIES. 


APEROID Pocket Gaiew. 4x7, 1,000 for 
so moluding ear like leather.” FI re 
N, 5th above Ch 
we and latest advertisin, povelties. Arti- 
cles of real merit and utility. Write for 
samples and particulars to G. P. COATES Cu., 
Uncasville, Conn. 
Wr for sample and price, new lock bill 
Price low. Reaches business man and 
housewife. THE WHITEHVFAD & HOAG Cuw., 
Newark, N.J. Branches in all large cities. 


ELLULOID advertising novelties that bring 

——— Signe, buttons, bad a AU fete 

reasona rices. TH BALTIMORE 
BaDdu & NOVELTY CO” 253 Broadway, N 


ADV. ERTISING MEDIA, 





1 0 CENTS per line for goverticing in THE 
JUNID. » Bethlehem, | a. 
3 WORD °. five times, 2 cents. ENTERPRISE, 
Brockton, Mass. Circulation 8,000. 
DVERTISER’S GUIDE, New Market, N. J. A. 
postal card request will bring sample copy. 
Wi to us about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 
NY perscn advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 
2 CENTS line for sdverticin in 
TURN Pw rene MACCABEF, Tro S @ 
monthly, 75,000 nection in New York § tate. 
OULTRY NEWS, 25c. year ; ad rate 5 cents 


per Cry te line. Circulation 2.260 monthly. 
WILLIAMS & METLAR, New Brunswick, N. J. 











ae BADGER, 200 Montgomery Bidg., Mil- 

waukee, Wis. a family monthly circulation 
general, 45,000 coples, rate 20 cents a line. Forms 
close the Mth. Ask your agency about it. 


OWN TALK, Ashland, Oregon, has a guaran- 

circulat on of ) copies each issue, 

Roth other Ashland papers are rated at less than 
1,000 by the American Newspaper Directory. 


NLY 50c. per line for each insertion in entire 
te 4 1 ge 4 papese. > located mostly in 
New sey Pennsylvania. 

bNion PRINTING toe 15 vimhoweter St., N.Y. 


par your ad in the POST. It reaches ten 
housand readers among the wealthy og 
opteurel class every week. 20 cents an inch 
pla. y ; 5 cents a line, reading. POST, Middleburg, 
ennsylvania. 


$1 0 WILL pay for a five-line advertisement 
peti weeks in 190 !llinois or Wisconsin 
weekl wspapers. CHICAGO NEWSPAPER 
UNION 10 SSprece “t., New York. Catalogue on 
application. 100,000 circulation weekly. 


DVERTISERS who wish to secure business 
from the drue and medical profession, re- 
tail and wholesale, should give the RETAIL 
DRUGGIST. of Detroit, 4 A old i 
drug ournal, a trial. Its 1 bags spea 
every State. 


“NZIGER’S MAGAZINE, the illustrated Cath- 
olic family monthly. ‘Indors by over 50 
archbishops and } ishops. agente S2a a. 
Circulation 35,000 monthly, guaranteed. 
% cents an agate line B NZIGER BROS., 38 
Barclay St., New York. 


50, 00 GUARANTEED circulation, 15 cents 
line. That’s what the PATH- 

FINDER offers. the advertiser the first Saturda. 

every =. tor by all leading mail- 

‘ou_are advertising and do not 

know of t the PATHFIN 2ER, you are missing 

something Ask on comple = 
THR PATHFINDER, Washington, D. 











ADVERTISEMENT CONSTRUCTORS. 
AIL-ORDER ADV'G written and enn, 
EUGENE KATZ, Boyce Bidg., Chicago 
Qari, on cuts and special writing for ev 
retail business. Very low rates for 52. A 
LEAGUE, New York. 
DVERTISEMENTS. book pockets, folders, w: 
and printed. W. WAG ENSELLER 





Middleburg, Seetuiate. 
ENJAMIN snantow. a Ld Euclid Avenue, 


Philadelphia. making of the better 
sort of Business Literature wae 
| ENRY FERRIS, mark. 
918-920 Drexel Building, Pateecis ja 


Adwriter. Systems devised and introduced 


F it pays to advertise, don’t you think it 
equally well to h .ve good advertisin Were. 
ture! L. F. SNEERIN >ER, Be »ER, Box 171, Detroit, Mich. 


<5 ACK THE J JINGLER’S’ ER’S” best of fads 
Is wr yd Fhe | business ads, 
Of pith and point, for every use. 
His New Yorn address is 10 Spruce. 


DWRITER with ability to produce strong 
os trade winning ads; experien 
in Clothing, first class salesman, open to prop 
osition. Satisfactory references. Address, 
Lock Box 817, Tecumseh, Mich. 


66/NOLD TYPE; I command thee SPEAK!" 

/ “Bright words re-echo the silver tones, 
I coin ‘repeating’ words ana rhrases to tune the 
eyeand the ear. $1, up. AH Dd. BRAMBLE, 131 
Division Ave., Bro. »klyn, N. 


P PERSISTENT PUBLICITY, 
isd of Y PREPARED, 
PROVES PROFITABLE. 

POSTAL P at? ak PARTICULARS, 





INS, 
257 Atlantic Ave , Boston, Mase 
Send for free iliustrated monthiy calendar. 


LOOK for clients about half way between the 
ba PLODDER” and the “ PLUNGER.” There's 
a“ heap” of enterprising people in that “ Fup mPa 
who know a good thing “when they me !T, 
such often write to ask if | can hel a “on 
iT.” Why not YOU—sometime! Of course, not 
new—you’re far too va Vid a time—eh!t 
No. i-x. F. ANC 18 1 MA See below. 


Y BUSINESS IS THE M. TIIK MAKING OF PLANS 
AND —_— LITERATURE FOR 
ADVERTISE 
lean nieliver: the goods”. mapere prove it. 
I shall be glad to send ae hao: you ask for 
them in good faith and not out of mere curiosity. 
EDMU\D BARTLEIT, 
Advertising 8; ecialist, Am. ‘Tract Bldg., 
New York. 





DWRITERS and designers should use this 
column to increase their business. The 
price is only 10 cents a line, being the cheapest 
of any medium published considering circula- 
tion and influence. A number of the most sue- 
cessful adwriters have won fame and fortune 
through persistent use of this column. They 
began smai) and kept at it. You may do like- 
wise. Address orders, PRINTERS" INK, 10 Spruce 
8t., New York. 


IF YOU KNEW 
that a really fine bit of advertising matter, 
one even whose 


7 would drop “cheap,” every-day stuff. in 
stanter. Fine, individual, unusual hings con- 
stantly secure corres ondence from strang+rs, 

who reason thus: ell, | guess a concern that 
sends out such attractive literature as this is 
worth writing to.” Itis the sheer inability of 
thousands to put SELLING POWER into the 
front seats and keen FIRST COST in the “‘ back” 
ones that prevents them from making their ad 
vertising vastly more forceful and profitable 
than they do. e only infallible test of chean- 
ness is what it will produce and not only WHAT 
IT . For those who know this to be trve I 
make Catalogues, Booklets, Price Lists, Circu- 
lars, Folders, Malling Slips and Cards, Newsva- 
per, = ene and Trade Journal Advts., etc., 
ete., | giadly send, to those whose inquiries 
suggest mwost be isiness, Sam ples that illustrate what I 
po - gt Seecees. unusual things.” No pos- 


ep RANCIS I. ent 
No, 2%, 402 Sansom Bt. ladelphia. 
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Largest Circulations. 
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AN EXAMINATION OF ROWELL’S AMERICAN NEWSPA 
PER DIRECTORY FOR 1903 REVEALS THE 
FACTS STATED BELOW. 





a Unter this heading Priwters’ Inx will advertise a three-line paragraph relating to the 


ing 

appropriate paper, giving it one insertion for 60 cents—stamps 
_or will continue it once a week for three months (thirteen Wreoke) for $7.8, from w 
may 


educted for cash with order. 


CALIFORNIA.- 

The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of California. 

The Weekly Examiner has a higher circulation 
rating than is accorded to any other ha a in 
San Francisco or in the St»te of California. 

CONNECTICOT. 

The Evening Post has a higher circulation 

rating than is accorded to any other paper in 
port. 
DISTRICT OF COLUMBIA. 

The Home Magazine has a higher circulation 
rating than is accorded any other publi- 
—— ee in Washington, or in the District 





The onal Tribune has the highest circula- 
tion ratin: accorded any weekly in the District 
of Columbia. 

GEORGIA, 

The Atlanta Journal has the highest daily 
circulation rating south of Baltimore, St. Louis. 

The Daily Herald has a higher circulation 
= is accorded to any other paper in 

ugu: 





ILLINOIS 
The Champaign Co. News has a higher circu- 
u rating than is accorded to any other 
paper in Champaign. 
IOWA, 
The Christian Home has a higher circulation 
rating than is accorded to any other weekly 
in Council Bluffs. 
The Advocate has a higher circulation reting 
, is accorded to any other paper in Rockw: 


KANSAS. 
Dai in te" nano hasa Li --y circulation rat- 
any other daily in 


is accorded to 


in payment to oa = — 
cn 5 per cen 


The Weekly World has a higher circulation rat- 
ing than is Vescorded to any other weekly in 


The Evening Herald has a higher circulation 
retiog than is accorded to any other daily in 
wa. 


The 's Voice has a higher circulation rat- 
ing than is accorded to any other paper in Wel- 
lington. 


MASSACHUSETTS. 

The Daily Transcript has a higher circulation 
rating than is accorded to any other paper in 
North Adams. 

MICHIGAN, 

The Commercial has a higher circulation rat- 
ing than is accorded to any other weekly in 
Monroe. 

MISSOURI, 


The Republican has a higher circulation rating 
than is accorded to any other paver in Univun- 
ville or Putnam county. 


NEBRASKA. 
The Courter has a higher circulation rating 
than is accorded to any other weekly in Blair. 


The Johnson Co. Tribunal has a higher circula- 
tion rating than is accorded to any other paper 
in Tecumseh. 





NEW JERSEY. 

The Evening Journal hasa higher circulation 
rating than is accorded to any other paper in 
Jersey City. 

NEW YORK. 

The Evening Herald has a higher circulation 
rating than is accorded to any other paper in 
Binghamton. 

The Sunday Courier hee a higher circulation 
rating than’ is accorded to any other Sunday 
paper in Buffalo. 
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The Evening Star has a higher circulation rat- 
ing — is accorded to any other daily in 
mira, 


The Daily News has a higher circulation rating 
7: is accorded to any other paper in ithaca. 
he News has a circulation ratin, 

higher than is accordec to any o 
Newburgh. 

The Schenectady “Gazette has a higher cir- 
culation rating than is accorded to any other 
paper in Schenectady, 


NORTH CAROLINA. 
Daily Observer bas a higher circulation 
rating a is accorded to any other ~~ AY in 
harlotte or daily in the State of North 
NORTH DAKOTA, 

The ape nden me a higher circulation rati) 
than is accorded to any other paperin Gran 
Forks or in the State of North Dakota. 

OHIO. 

The Daily News-Advertiser has a higher circu- 
tation retin than is accorded to any other pa- 
a in Chillfcoth 


four times 
er paper in 


e Herald has a higher circulation pating 
aml is accorded to any other paper in Eato 
The Republican hava higher circulation rating 
than is accorded to any other paper in Elyria. 
The Daily News has a higher circulation rating 
than is accorded to any other paper in Mansfield, 


The Champaign Democrut has a higher circula- 
Hos rast — han is accorded to any other paper 











The hi Vindicator has a higher circulation 
rating thanis accorded to any other paper in 
Youngstown. 


PENNSYLVANIA. 


The Leader has a higher circulation rating 
than ‘isaccorded toany other T paper in Allentown. 


The Local News hasa higher 3 rating 
= if' accorded toany other paper in West 
ester. 


an Weekly Courier has a higher circulation 
ing than is accorded to any other paper in 
Connellsville. 





TENNESSEE. 
The Commercial-A, u has a higher circu 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 


The Weekly Commercial-Appeal has a higher 


circulation rating than isaccorded to any other 
paper in Memphis or in the State of Tennessee. 


“TEXAS. 
The Tribune has a higher circulation rating 
than is accorded to any other paper in Galveston. 
VIRGINIA. 


The Daily Virginian Pilot has a higher circu- 
bition ee than is accorded to any other paper 





Journal merce and Twice-a-We 
Vi “rgintan-Pulot has wh a higher igher circulation tamer 
than is accorded to any other weekly in Nortox, 


WEST VIRGINIA. 
The Mail has a h gher circulation rating 
is accorded to any other daiiy in Chariestte 
WISCONSIN. 
The Leader has a higher circulation rating 
than is accorded toany other daily in au Claire, 


The American man, Madison, Wis., has 
a higher circulation rating than is accorded 7) 
4 publication issued in the State of 


The Iowa Co. Democrat has a higher circy- 
lation rating than is accorded to any other paper 
in Mineral Point. 


The Commonwealth has a higher circulat 
noes than is accorded to any’ other soon 
pon. 





NEW BRUNSWICK. 

The Daily Telegraph has a higher circulation 
rating than is accorded to any other paper in St, 
Jobn or in New Brunswick. 

NOVA SCOTIA, 

The Light hasa higher circulation rating 

is ascorded to any other paper in Yara 
ONTAR: 0. 


The News-Record has a higher circulation 
fos the = is accorded to = other pen 4 





The — Free Press has a higher circulation 
patos than is accorded.to any other paper in 
ndon. 








The People’s Press has a higher circulation 
rating than is accorded to any other paper in 
Welland. 

-_——~+or — 

Rivers—“The play that’s been run- 
ning so long at the Allaround Theatre 
doesn’t draw worth a cent, yet they 
keep on heading —, advertisements, 
‘Crowds Turned Away 

Brooks—“That’s no he The crowds 
have turned away from it ever since ft 
opened.”—Chicago Tribune. 


— tor -_—— 


“Can you tell me what sort of weath- 
er we may expect next month?” wrote 
a subscriber to the editor of a country 
paper, and the editor replied as follows: 

‘It is my belief that the weather next 
month will be very much like your sub- 
scription.” The inquirer wondered for 
an hour what the editor was driving at, 
when he happened to think of the word 

“unsettled.” He sent in the required 


amount next day.—Herald and Pres- 
byter. 











Normal Instructor 
endWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


You know what to do if you 
want your share of this trade. 
Specimen copies and advertising 
rates sent on request. 


F. A. OWEN PUBLISHING CO., 
DANSVILLE, N.Y. 
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A _“MAKING THINGS 
BAVIGHT” aes; aie IT 


Making things right has a whole lot 
to do with success. There always comes 
a time when goods delivered are not ac- 
cording to order or not up to the sample. 
It may be no fault of the house. and is 
often a whim of the customer. If the 
customer has or thinks he has an honest 
grievance, then is the time to clinch that 
customer. It will cost something, but 
what a hold you will have on the man 
whom you impress with the feeling that 
you are just and generous, that if there 
is any doubt who should stand the loss 
you are not willing to allow him to ge 
away dissatisfied. To haggle over the 
matter and then give in grudgingly 19 
bad business. There must be the same 
anxiety to make good that there is te 
protect the house against loss. It is the 
spirit with which it is done that counts. 
I have known firms to spend thousands 
of dollars in advertising and lose its 
entire force by exacting the last cent in 
settling disputed claims. A good man 
to do business is the one who sees the 
other fellow’s side of things.—Méchigan 
Tradesman. 
> 
Wet displayed ads and badly dis- 
played goods make me think of a 
divorce court.—White’s Sayings. 
—_+o>—__—_ 
Howett—Did you ever have the to- 
bacco heart, Georgie? 
orgie—No; how many coupons do 
ys have to save to get it?—Phsladelphia 
‘elegraph. 











Displayed Advertisements. 


Must be handed in one week in advance. 
EN NEN TN A I oF NR 


Canis ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 





, Ripans —, = the best 
spepsia medicine ever 
make. A hundred millions of 
them have been sold in the 
United States ina single year. 
Constipation, heartburn, sick 
headache,dizziness,bad breath, 
sore throat and every illness 
arising from a disordered 
stomach are relieved or cured by Ripans 
ules. One will erally give relief within twen- 
ty minutes. The five cen postage is enough for 
ordinary i All druggists sel! them. 











In the Struggle for Suprem- 

acy on the Field of Advertis- 

ing we are demonstrating 

that our results are unsur- 
passable. 


fw aad Biectrety sing 


We will help you, or do it 
all, and do it well. 
. J. BROWN, 
114 Sth Avenue, New York City. 
Telephone No. 799 18th Street. 




















TO THE 


EVENING NEWS 


Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 
accorded to any other daily paper in 
New York State published outside of the 
City of New York. 














The St. Paul Globe 
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Has carried more columns of advertising 
from January 1st to the present time, 
than ever before in any six months of 
its history, and the advertisers who use 
its columns are getting better results. 


Largest Morning Circulation in St. Paul 


Books Open to Inspection” of Advertisers 


THE GLOBE Co., 


M., F. KAIN, Business Manager 
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St, PAUL, MINN, 








FOREIGN REPRESENTATIVES 


Cuas. H. Eppy 
1o Spruce St., New York City 
Tel. 2971 John 
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w. oA ay agar . Sons m 
405 iller Z. icago. 
Tel, Central 3808 : 
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Sometimes WHEN 
Down a strong Repcitinn Sapaaat 
The circulation of a news- ng sec 
, with an h ircul 
Eee, with on henestctrout- 1! The jersey City 
month by month, year by ° 
year. Papers with street sales Evening Journal 


vary more than those deliv- 











e to the homes — every _ has far the largest circulation 
copy—like THe Jouier News. yy FS 
THE NEws often loses a hun- shrewd advertisers appreciate. 
dred or two in a month and 

says so. For instance, the 

a for Fe aul = — DAILY AVERAGE CIRCULATION : 
while June showed only 6,792. 

All Joliet papers are not 1899—14,486. 1900—15, 106, 

alike. One of them has a cir- 1901—15,891. 1902—17,532, 


culation that has not nae 

in two years—not a single 

subgateee. . 1903 [ 8 . 4 6 0 
THE NEws does not refuse ¥ 

to let advertisers examine its A HOME, Not a Street 

books of circulation, but is Circulation. 


pleased to have them do so. 


THE CHICAGO 
Daily Drovers’ Journal 


FOUNDED IN 1873. 


has behind it thirty years of uninterrupted success and constant 
growth. It goes every day into the homes of over 35,000 of the 
most prosperous and progressive stockmen and farmers of the West, 
who are well-to-do, able and willing to buy. In 1902 more than 
$321,000,000 worth of live stock was sold in the Union Stock Yards 
of Chicago, and this money went into the pockets and added to the 
profits of the readers of THE DROVERS’ JOURNAL. The circulation 
covers the Mississippi Valley States and the great West. Asa me- 
dium for advertisers of farm machinery and implements, land, farm 
supplies and articles for household use, THE DRovERS’ JOURNAL is 
especially valuable, as it is essentially ‘‘the farmers’ daily.’’ You 
cannot afford to overlook us if you want the farmers’ trade. Sample 
copies, rates and full particulars upon application to 


THE DROVERS’ JOURNAL, 
Union Stock Yards, . ° Chicago, Ii. 
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On the Boom. 


We wish to say that the a ink you shipped us May rsth 
proved entirely satisfactory. Send us another 25 lb. can. 
Mirror, Danby, Vt. 










I am pleased to say that the ink I recently obtained from you 
was entirely satisfactory, and this has been true of all the previous 
supplies purchased from your establishment. Your inks are as 
good as any I use and are much cheaper than any of the others. «+ 
Chief, Donaldsonville, La. 















Your ink is cheap and the best I ever used. I use none other. 
News & Farmer, Louisville, Ga. 











Your ink is all right—entirely satisfactory. 
Ledger, Easton, Md. 






The summer months are always 
considered the dullest period of the 
year in the printing line, but strange 
to relate this summer has been my best 
since 1897. I attribute the increase to 
my new book, which seems to secure 
orders from every one to whom it is 
mailed. My only means of selling is 
through ‘‘Uncle Sam,” and I can 
vouch for his ability as a hustler, as he 
never gets weary. 

All I ask isa trial order, and the 
purchaser can be the judge. 

When my goods are not found as 
represented | offer no argument but 
refund the money along with the cost 
of transportation. 

Send for my price list containing 
valuable hints for the press room. 





















Address : 
PRINTERS’ INK JONSON, 
17 SPRUCE STREET, NEW YORK 
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Just Published: Price 10 cts. by Mail. 


A Handbook 





American Advertisers 


Containing : 


List of the papers of largest circulation. 

List of the leading Sunday papers. 

List of the best papers in each State enumerated separately. 

List of Three Dozen Dailies in which it will cost more than 
fifty thousand dollars to insert a three-inch advertise- 
ment each year. 


2 ON = 


Experienced general advertisers, whose business ad- 
mits of buying publicity in all parts of the country, are 
quick to realize that all papers are not equally available 
for them, and that the comparative value of service ren- 
dered often bears little relation to price demanded. 
It would not be an extreme case where, of two papers 
costing a dollar each for a specified service, the chance 
of returns from one might not be more fairly worth ten 
cents than that the other should be fully worth a hun- 
dred cents. It is by buying space in papers of the last- 
named class and keeping out of those of the other sort 
that good advertising managers earn handsome salaries 
and great advertisers accumulate satisfactory profits 
from advertising investments. The list of papers named 
in this handbook is sufficiently large to exhaust almost 
any advertising appropriation. It is an aid to advertisers 
in selecting the best, and thereby enabling them to avoid 
using those that are less desirable. 

To obtain this handbook send five 2-cent stamps. 





GEO. P. ROWELL & CO., Advertising Agents, 
No. 10 SPRUCE STREET, NEW YORK. 
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